











1954 


on Page 66 


AO MG 


See This Month’s Feature 





BECAUSE I’M PLANNING 








rte 


ME 


TC 








9 





; Now... 22,170,000 people | 
| will hear ine important : 
| Holmes & Edwards story! ! 





HOLMES & EDWARDS 


Sterling Inlaid Silverplate with a dazzling “‘difference’”’ 


joins COCA & CAESAR 


on the Show of Shows, NBC’s TV show with the super rating 





Holmes & Edwards picks the big laugh, big talent show on Saturday night nation-wide TV to back 
its powerhouse campaign for 1954! Saturday night after Saturday night . . . more more more 
customers will hear the Holmes & Edwards story . . . see the sparkling, beautifully “different” 


patterns ... and plan to buy Holmes & Edwards silverware for themselves! 


Holmes & Edwards salesmen are now on the road with the 
greatest Spring Sales Plan in H&E history! WATCH FOR THEM! 


Copyright 1954, The International Silver Company, Holmes & Edwards Div., Meriden, Conn. 
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Sold direct to retail jewelers by the HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 
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In 1953, once again—more Bulova Watches than any other / a 
fine watch in the world went from the hands of American / 5 , 
jewelers to the wrists of American people. a 


Your loyalty and cooperation made this possible—and 


we at Bulova are deeply grateful. U., 


As to the future, we pledge that Bulova will continue to back Heiling, Noliday 
Wish, ¢ “AB 









you with the industry’s most powerful advertising—day in and 
day out—365 days a year... to help you sell more watches, 


more easily ... and make more profit. 


e 
— = 
Biss 


a 





eG Mee 


nS 





A 









; . Lek _-_ Whee 


Executive Offices: Dulows Park, Flushing 70, N. Y. Sales Office: 630 Fifth Ave., N. Y. 
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MOUNT 


Yes, take your time and count to ten before you buy those 
mountings—make sure the settings are die-struck by Karlan & 
Bleicher, Inc.—your guaranteed assurance of Perfect Die-Struck 
Settings. KB Settings are non-porous, non-brittle, easier to 
assemble and take a better finish. Easy to set, you will find 
KB Die-Struck Settings are designed better and priced better 
than any other type of setting. 


Don’t take chances with your precious diamonds—they’re worth 
far more and look like more in a KB Setting. Insist upon KB 
Die-Struck Settings at all times—your rings deserve them. 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS — ITS 

FALCON STONE RING MANUFACTURING COMPANY, Inc. 

Cr A DIVISION OF KARLAN & BLEICHER 
> ING. 


OR ET ae 
188 WES] FOURTH STREET NEW YORR/4 NK offices iN CHICAGO AND LOS ANGELES 
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by the Orient7 


Genuine American Jade by R. F. 





Simmons. Beautifully shaded stone set in elegant 
sterling silver motif. Earrings to 
match. Designed to complement the season’s rich 


fabrics. Designed, of course, to sell! 





NECKLACE, SSNC-9 $20 Suggested keystone plus tax 
EARRINGS, SSE29 $8.25 Suggested keystone plus tax 
SET, LSS 96-2 $28.25 Suggested keystone plus tax 


oe COMPANY 





ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 80 YEARS * SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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In our ring blank line, you will find a 
complete assortment of shapes and 
styles to meet every requirement ... 


no matter how varied your needs may be. 


Also, you will discover, when using 


our line, that production has been 











carried forward to a point where a 
minimum of labor is required to turn 





out the finished -piece. 





Included, are plain blanks in all shapes 
and widths, rim rings for wide 
ornamental bands, channeled and azured 
rings for any size diamonds, fishtail 


and fancy rings. 


All these are made in jewelry 
palladium and gold and in 10% iridio- 
platinum. Segmental and fancy rings may 





be had in jewelry palladium-gold 
combinations, too. 





113 ASTOR STREET, NEWARK 5, NEW JERSEY 





NEW YORK « SAN FRANCISCO + CHICAGO + LOS ANGELES 





FOR JANUARY, 1954 7 








Ask your wholesaler to show you 
the complete Dennison line 


FOR RETAILERS: A complete line of 
boxes and cases, findings and supplies. 


FOR MANUFACTURERS: A wide range 
of specially designed paper jewelry boxes 
and cases. 





JEWELER’S DIVISION Marlboro, Massachusetts 





for your 


Me rigs 


The clear, cool beauty of this new Dennison case 
will reflect the brilliance and charm of your fine 
rings. It is made of smooth pearl plastic — designed 
for either a man's or woman's ring. 


6750X has softly curved lines — 
and a gold leaf design on the base 
for that extra touch of decor. A 
wire stand on the bottom swings 
out to tilt the case for better dis- 
play — folds under when not in use. 








This case is available in white, pink, light blue or 
light green plastic, with contrasting velvet linings 
and white rayon satin cover cushions. Cases come 
in individual packers — cartons of one dozen. Order 
by number, 6750X. 


MANUFACTURING COMPANY 
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these are the facts: 


You can buy cheaper price. 
You can buy better quality. 


but we honesily believe 


YOU CANNOT BUY 
BRISTOL QUALITY 
ror CHEAPER PRICE! 


There are additional reasons for buying Bristol rings. 

















They are: 


—_ e Nearly 50 years of prime manufacturing experi- 
1088 ence that represents savings to you. 





e A really complete line of beautifully styled 
wedding and engagement rings in every price 
range. 


e Prompt, dependable service on all orders, large 
and small. 


e A powerful new advertising campaign that con- 
centrates on dealer-aids. Ask to see them. 








your best buy is BRISTOL 


BRISTOL SEAMLESS RING COMPANY 


71 Nassau Street * New York 38, New York * COrtlandt 7-6260 
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A NECKLACE CLASP 
THAT ELIMINATES REPAIR COSTS 


Chis Ballou creation is dainty but strong. 
it has no delicate coil spring to get out of order. Manufacturers 
who use this clasp say their “returns for repairs” end when their 


necklaces are equipped with Ballou’s No. 97. 


Beko 


FINDINGS—— 


B. A. BALLOU & CO., INC., Providence, R. I. SOLD TO THE MANUFACTURING TRADE 
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BU LOVA creates the great new watch series: 


Fe ese es SF SB SS ST SE SE SS SSS Ee ee Ses Se 


‘GODDESS OF TIME : 


Lewewe ewe eee eee ee ee eee ee ee oe 


Bretton gives you all the watch band sizes for the 


Goddess of Time... preventing sales losses and sales delays! 








~ = —_ sm Pees 


A RE ee ge i Be ae pe ee 





For Bulova Goddes ‘SS e's Time Watch No. 6028 ee ee i 
lor Bulova Goddess tig Time Watch No. 6030 


' Now you can accurately and instantly fit customers with larger 
or smaller wrist sizes with the exact, exclusively designed style for every 
Bulova Goddess of ‘Time Watch... Because only Bretton gives 
you the Goddess of ‘Time Watch Band In-Stock Size Package, assuring you 


of the right band, the right size, at the right time! 


The package contains 16 bands on famous 
Bretton Space Savers: LONG « EXTRA LONG 
SHORT - EXTRA SHORT 


The entire package costs you $53.00 


To retail for $175.20 F.T.I. 


Bretton sales representatives are on their 
way to introduce the Goddess of Time Watch 
Band In-Stock Size Package to you now— 


or, for immediate information, call, write or wire: 





BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, N. Y. 


We are prime contractors in the defense effort. 
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is on the road. 


It’s big. It’s great. And until you’ve seen it you can’t plan your 1954 season 

for maximum profit. Full of surprises, great new numbers, new put-ups, new assortments 
— just wait till you see what Foster has created for you. Our salesmen will be 
traveling until well into February. A word to the wise (who have seen 


Foster’s sensations of former years) should be sufficient. 





FOSTER METAL PRODUCTS, INC., 
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ATTLEBORO, MASS. 
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IN FEBRUARY 


FLEX-LET will announce 


A PROMOTION EXTRAVAGANZA 


‘the kind you have only dared dream about...so big it staggers the imagination! 


IN FEBRUARY 


FLEX-LET will send to you 
A REALLY NEW IDEA 


the kind you have always hoped for...to stampede ‘‘buying traffic’ into your store! 


IN FEBRUARY 


FLEX-LET will offset your ‘‘slow season’ with 


FABULOUS SALES AND PROFITS 


the kind you never before thought possible! 


IN FEBRUARY 


FLEX-LET will see to it that 
YOUR DOOR WILL BE SWINGING 
YOUR CASH REGISTER RINGING 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 


and casts exceptionally clean. 
SUPPLIED IN ALL FORMS 


*TRAD EMARK APPLIED FOR 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 








SERIES 485 SERIES 570 





HONESTY ACCURACY 
KARAT REFINERS & SMELTERS JEWELERS 
cos 60s * FOR HALF A CENTURY ° PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. @ Phone JUDSON 2-3095 @ New York 19, N. Y. 
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A\s the camera shows, an order of Gold Filled and 
Rolled Gold Plate shipped by General Plate literally floats 
to its destination. The coils of stock are anchored at the 
center by a core of packing board. The outsides of the coils 
touch nothing at all. A separator disc lies between the coils, 
with a full width spacer between each pair. A cushioning 
layer of air-cell board, inches deep, protects the ends. 

Over 10 years of trial-by-use without a complaint has 
proved this packing system — a small matter in a way, but 
another bit of evidence that General Plate’s products are 
quality all the way through. 


GENERAL PLATE DIVISION 
Metals & Controls Corporation 
Attleboro, Mass. 





Offices: Attleboro, New York, Detroit, Chicago, Los Angeles, and Mansfield, Ohio 
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NOW YOu Cal 


establish a profitable leather 
goods department! 


Each Rolfs representative is a qualified 
leather goods merchandising expert. As 
such, your Rolfs representative works with 
you in the establishment of a basic stock for 
YOUR STORE... completely organizes a 
control system and installs a plan of opera- 
tion. 








Result: A profitable future in personal 
leather goods. 





. A tremendous customer acceptance built 
on strong national advertising. 


2. Complete in-store promotion packages 
to enable you to capitalize on all the 
year-around gift opportunities. 





is Oe eR ae 3. A liberal advertising allowance to make 
fe STMENT SS a YOUR STORE Rolfs headquarters in 
VE your community. 
n IN ER 
ON 


W 
Maximuw 


Xolys 330 FIFTH AVENUE, NEW YORK CITY 
Xoifs 






an nthe 


Result: Guaranteed turnover at high profit 
—minimum investment. 


XKbfs 

















JEWELED * TAB “DIRECTOR” “IDENTIFIER” 
Ladies’ billfold World’s largest with 
selling billfold "“Replace-A-Pass” 
“*R ae " [fe Single pocket 
enn 4 coins and bills = a prs yt "te 


_ ter see, | ded | Seedy oN 














\ “ $parkling Y | | P : 7 { }< S me 
\ jeweled tab | et Permanent Permanent Six-wing holders 
4 registration “*Replace-A-Pass” 


*Simulated registration 
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Hand Carved for 
the Hand Beloved 


The rare creative genius of designer Fred Barel has made his — 
brilliant collection of Hand Carved Matched Wedding Ring Sets the most 
distinctive .. . the most demanded in the field. Barel Bridals are 
capturing the hearts of discriminating brides and diiane 
because of their expert craftsmanship and magnetic 
sales appeal. There’s nothing finer than Barel 


exclusively 
Bridals, truly beautiful beyond compare. 


designed by 
Sold Directly to the Retailer by the Manufacturer 


ee Mats Available Free Upon Request 


24-Hour Service On All Special Orders 


BRIDAL RING COMPANY, INC. « 87 Nassau Street - New York 38, New York 
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Are You Missing A Bet?” 


Ever since the ‘‘Chain Chest’’ was introduced, sales 
results have been phenomenal. Here are but a few 


of the hundreds of replies received from jewelers: 


"..-emost successful innovation 
in jewelry display..." 


"Very nice set-up. I know it is 
the answer to the chain problem". 


"Best chain assortment 
I have ever seen!" 


"Ideal arrangement 
for complete, easy selection..." 


"Always wanted an easy, efficient "We can sell more chains with 
manner of storing and displaying less inventory. Just what we 
neck chains. This is it." needed." 


"Practical...attractive...useful !" 


Jovednet, “CHAIN CHEST” ",..makes record-keeping a cinch!" 


Available in 4 Assortments 











37X: 42 Assorted Chains "The extra spring rings are a 
47X: 54 Assorted Chains : 
Sterling Silver and 1/ 20th 12 kt. Gold Filled... i a 
52X: 48 Assorted Chains "A terrific merchandising system!" 


Sterling Silver, 1 / 20th 12 kt. Gold Filled and 10 kt.Gold 47.50 


* 61X: 60 Assorted Chains 


Sterling Silver, 1/ 20th 12 kt. Gold Filled and 10 kt.Gold 62.50 "Beautiful show chest!" 





"Provides finger-tip inventory control..." 


"This is the answer to chain inventory : Ot6l2E#, 


ee Congratulations !" = 
JEWELRY'’S NAME FOR QUALITY 

















sais bit Chain Phan FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 











SEA SER SET LS, eS, aes 
























SUNCGE 2 , 


x Ss 
Say > . 
4 ¥ . so 
4 6 y . ae 2 : : s f 
: wo Seis 
~ eee - ee 
. S * 
‘ : 
. f 
x so 
&. ee > 
CS : o. oo) a 
“ ~ 4 
> 4. 
-*% - 5 ats ‘ ” 
e s . e- 
< bs a > . 
’ ON Rs 
my oe Ne 
™ so . Riese 
4 ’ oe: 7 
54 « oF = 
. San ake 
€ ee va ne 
s 
> 


Sa Ss 







% . ; 
% Ne 
eee TE 


HIGHEST QUALITY -traditional in Handy & Harman 
Sterling Silver and Karat Golds—means the very best 





that up-to-the-minute metallurgical science can produce. 
It means alloys with the right working properties for 
stamping, spinning, handwrought work and other speci- 
fic operations. It means unvarying uniformity in fine- 


ness, finish and gauge. 


_. ~ REFINING SERVICE—We refine all TO MANUFACTURERS this all adds up to wider lati- 
? kinds of manufacturer's scrap, 
~carciedaeananradieagedleer agli iligegid tude in design and smooth-flowing, lower-cost production. 
taining precious metals — also old 


gold, silver and platinum received 
from retail jewelers. Special scientific 


methods, special equipment and long TO YOU—THE RETAIL JEWELER—it means better 
experience assure full and accurate 
returns from every lot. merchandise, an assured reputation for quality, and 


unfailing satisfaction —all keys to long-run success. 


HAN DY & HARMAN 


82 FULTON ST., NEW YORK 38, N. Y. 


Bridgeport, Conn. * Chicago, Ill. * Los Angeles, Cal. * Providence, R. |. * Toronto, Canada 
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. . . Wears Her Favorite 


“Leading Lady” Flexible. 


The Fashion Choice of 
Hollywood Stars... 


— Leading Lady Flexibles — 


COLOR STYLED 
FOR 
SPRING AND SUMMER 





















Everywhere you find glamour you'll find Leading Lady Flexibles. 


In narrow or wide styles . . . in the latest fashion-keyed enameled 
colors ... no finer quality craftsmanship available — anywhere! 


SHOWN IS UNIT #4002: Six Extra Wide (114”) Leading Lady 
Flexibles in tailored and unique art-carved designs . . . in Hamilton 
or Rhodium finish, each bracelet individually boxed. 


UNIT #2804: Features similar assortment in 1” widths. 


aM e?)) TE eer”  —— Both units available in the following breathtaking spring and summer 
Dp ehy : < | colors: rose red — snow white — robin egg blue — petal pink — and 
glamorous turquoise. 


p Ait 


ee 


Suggested Retail Price (items from both units) gift boxed — $7.50 
each (plus tax). 


Ask Your Wholesaler To Show You The New Spring Line! 
SOLD THROUGH WHOLESALERS ONLY! 








MANUFACTURING COMPANY 


PROVIDENCE, R. I. 


CHICAGO NEW YORK LOS ANGELES MIDDLE WEST SOUTH CABLE 
Irvin Fenton Lou Jacobs Al Trachman Sig Horovitz Bill Richards ADDRESS 
Highland Pk. 580 Sth Ave. 448 So. Hill St. Home Office Home Office Harwood 
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How BIG is 


The market LIFE reaches with a single issue (11,880,000 
households*) is big enough, all by itself, to consume the 
entire yearly production of most brands, many manufac- 
turers, many entire industries. 
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For example, in silverware: 


If, this year, the manufacturers of sterling silver flatware 
were to sell just one place setting to only half of the house- 
holds reached by a single issue of LIFE, sales to this group 
alone would be nearly 11% times the total 1951 sales of the 
entire industry. 


Total 1951 sterling flatware sales at retail —$125,000,000. 
One $30 place setting bought by one half of 11,880 000 households —$178,200,000. 
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Tappin’s, Inc. recently celebrated its 76th anniver- Interior display shows how the headquarters store in 
sary with a chain-wide, 14-store promotion drama- Newark used ‘‘Advertised-in-LIFE”’ material to stim- 
tizing brand merchandise—with LIFE tie-ins. ulate greater sales of silverware. 


How can YOU get biggest benefit out of LIFE advertising? 


Do as leading jewelers from coast to coast do. Tie in regularly with 
‘‘Advertised-in-LIFE”’ promotions right in your store. Enjoy extra 
excitement ... extra traffic .. . extra sales from the LIFE families in 
your trading area. 





9 Rockefeller Plaza, New York 20,N. Y. 


First in circulation 
First in readership 
First with retailers 





Sylvester S. Klein, Tappin’s advertising manager: ‘‘ Due 
to LIFE’s fine cooperation, we had exciting displays that “Source: A Study of the Household Accumulative Audience of 


helped us put across the story we wanted to tell.” LIFE (1952), by Alfred Politz Research, Inc. 
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In 1948, The Watchmakers of Switzerland, as part of a continuing world-wide program, 
made this Official Catalogue and its Supplements available in 
five different languages. Thus, the servicing of fine Swiss Watches by quality jewelers 


and watchmakers everywhere becomes as universal as their sales. 


The WATCHMAKERS OF SWITZERLAND 
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Switzerland —Another Step in the Official 
Swiss Watch Repair Parts Program! 


NEW PAGES FOR YOUR 


—_ 


“OFFICIAL CATALOGUE 


OF SWISS WATCH REPAIR PARTS" 


¢ A seventeen-page supplement for Part | of your Official Catalogue... 
and...a thirty-seven-page supplement for Part Il. 


¢ In all, identifying 214 additional jeweled lever movements 
which are currently being sold and serviced. 














HEY RE YOURS—free of charge—to bring 
fiend catalogue right up to date... help 
you identify and order the parts you need to 
service fine Swiss Watches. 

The pages of the supplements were pub- 
lished in Switzerland, with the same page ar- 
rangement you've been accustomed to using. 
Full instructions for binding them in your 
loose-leaf cataloguesare included with each set. 


Now the two parts of the Official Catalogue 
list practically every movement that might 
come in to you for service. 

The Watchmakers of Switzerland are happy 
to serve you in this fashion. They like to think 
of it as a kind of teamwork between them- 
selves and the 45,000 quality jewelers, watch- 
makers, wholesalers and horological suppliers 
in the United States. 


HOW TO GET YOUR FREE COPIES 


You'll receive an order card in the mail in the next few weeks. 
Everyone who received the catalogue itself will get one. So watch for it... 
fill it out and return. You‘ll get your free supplements by return mail. 


The WATCHMAKERS 
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slip through your fingers 


HERES WHY the AQUAMATIC 


is your best deal in self-winds: 


1. NO TROUBLE TO REPAIR — FOR YOU OR YOUR CUSTOMER 


) 


You can remove the self-wind unit in 3 minutes flat... then return the watch immediately to. 
customer to wear as a stem-wind watch. while the self-wind unit is beine repaired, 
Send the self-wind unit to Croton. and you will have it back within 


a week. Meanwhile vour customer is never without his 


wateh—yet he makes several trips to your store! OCG On: c movement 


‘ 
> 


SELF-WINCING UNIT hy, or 4 N . ie 
OM y 
Z.. MOST PROFITABLY PRICED eo, 42) 


\quamatics retail from $42.50 to SPOO. tax inel. Each \quamath offers vou more performant 


per dollar.-and more percentage mark-up, than any comparable watch in the same price field. 


3 GREATEST VARIETY OF DESIGNS 


No other self-wind on the market comes in so many smart styles. Your customers choice inc! 


rectangular and round designs. as well as the stnallest ladies’ self-wind at its price in America 


4. wichest accuracy 


the \quamiatic has been proved by far the most reliable self-wind in test a 


by independent laboratories. 


>. GREATEST NUMBER OF QUALITY FEATURES 

(,uaranteed waterproot™ screw-back case. b. Everlast unbreakable mainspring and sho 
balance staff—both guaranteed for the life of the watch, replaced tree of Charge iJ 
thev should ever break. c. Compensamatic feature—heat and cold resistant hairspring. 


d. Anti-magnetic, rustproof balance wheel, escape wheel and pallet-fork—made of gold glu 


6. BEST TRADE-IN POSSIBILITIES 

The large variety_of Aquamatic designs makes trade-ins easy—the higher 

mark-up makes them profitable. The trade-in business has enormous potentialities, as 
witness the automobile field. [It should increase your watch sales substantially 


caper 


CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New Yerk, N. Y. 


Please send sample Aquamatic A. [] B. [] 
~ €C. (] D. ( and complete information about 


self-winds. 


SIGNED Sea our nee 
STORE NAME. 
ADDRESS 
*as long as crystal is intact,case unopened. CITY STATE... 
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talk about chains for men? 


faq WUTC features figured 


AZINE FOR MEN 
sulk weskits worn 


with heavy chain in their 
“EDWARDIAN ERA OF ELEGANCE” 


style forecast. 
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PHOTO BY 
OTTO MAYA 


BASIC MEDIUM FOR THE JEWELRY DESIGNER: 
* ALWAYS ADAPTABLE TO FASHION TRENDS 


take pride in the chain YOU sell .. . 
... Select vt for QUALITY and appeal. 





ATTLEBORO, MASSACHUSETTS 


MACHINE CHAIN MANUFACTURERS ASSOCIATION _ prowoence 5. rove istano 


MAPLEWOOD, NEW JERSEY 
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incabloc 
corporation 
15 West 46th Street, New York 36, N. Y. 


William G. Wenzel 
e 
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A HlhST in appliance history... 


A Webraw 
a awh 
eT Jor D4. J 


TOASTMASTER €VERHOT | 


AUTOMATIC TOASTERS ROASTERS AND ROASTERETTES 
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lor a weeks 


Never before in the history of the appliance business has any manufacturer 
supported its retailers so consistently. McGraw Electric appliance advertising 
will appear each and every week, for 52 weeks during 1954, in the great 
Saturday Evening Post. 


Impressively powerful though this program is, it is by no means the whole story. 


In addition to this gigantic spearhead campaign, McGraw Electric products 
will also be heavily promoted in 14 other leading magazines. 





Hence you can expect greatly increased consumer demand for McGraw Electric 
trademarked appliances that carry the names ‘“Toastmaster,’’ ‘“Manning-Bowman,”’ 


“Tropic-Aire,”’ and ‘‘Everhot.”’ 


For sheer impact this program is in a class apart. It can do everything but tell 
people where to buy. Only you, the retailer, can do that. 


So make the most of 1954 by your own display and promotion of McGraw 
Electric appliances. Here you have an extremely wide variety of electric 
housewares for every customer need and purse. Every merchandising aid is 
available to help you. For full details check your distributor now. 





WeGraw Llectric Company 


LE lotr, Wlinors 








‘*Toastmaster,”’ ‘‘Manning-Bowman,” “ Tropic-Aire,”” and ‘“‘Everhot™ are trademarks of McGraw Electric Co., Elgin, Ill. © 1954 
Manninc-Bowman TROPIC-AIRE 
: TABLE APPLIANCES AND FANS ELECTRIC BEDCOVERINGS AND HEATERS 


ol 
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Westinghouse ELECTRIC HOUSEWARES 


DEALS 


FOR S-T-R-E-T-C-H YOUR DOLLAR SALE 








Westinghouse 


Roaster- Oven 
NV Sd | «FOR 
F wm $3998 


recutarty *44.95 


Limited-Time 
Consumer 


Price Offers 


TO BE FAIR-TRADED 
AT THESE PRICES 









































| 
JAN.-FEB. ONLY Westingheves | CABINET BASE 
The price offers shown on this | ON CASTERS 
page are made to stimulate ai 
Rrcetiac Pop-Up Toaster $1998 (|) gimm ge 
acc acelamerane. " REGULARLY $22.95 REGULARLY $21.95 
Westinghouse | Westinghouse a 
EXTRA Steam or Dry Iron | Cook-N-Fryer a) 
DE ALER $19.95 FAIR TRADE PRICE | $29.95 FAIR TRADE PRICE — 
| SELL FOUR SELL FOUR 
DISCOUNT MAKE 40%! | MAKE 40%! 
DEALS on Four OE SE ES ES I A A A 8 


Westinghouse | Westinghouse 
Grill-N-Waffler wanoie Dry Iron 
$29.95 FAIR TRADE PRICE | $12.95 FAIR TRADE PRICE 


SELL FOUR | SELL FOUR 
MAKE 40%! MAKE 40%! 


ORDER BIG! SELL BIG! 


ORDER FREE MATS...BANNERS 


GET DETAILS LIBERAL S-T-R-E-T-C-H YOUR DOLLAR 
CO-OP NEWSPAPER PROGRAM FOR JANUARY 1 - FEBRUARY 21 


= | T LLL] westincnouse etectric corp., 


Electric Appliance Division, 
Mansfield, Ohio 


Best Sellers! 


NOT AVAILABLE 
AFTER FEB. 28 







































Call Your 
Distributor Today! 








you CAN BE SURE...1F Irs 
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It happened in... 








PHILADELPHIA, PA. 


M. Sickles & Sons was a 97-year old whole- 
sale jewelry firm with over a quarter of a 
million dollar inventory. We bought it in 
1952 with the plan of liquidating the stock 
quickly in a dealers’ sale. Did we say quick- 
ly? In two days the job was done, 1000 
merchandise lots sold in exactly nine sell- 
ing hours! There are two significant points 
to this story. One, that we sell as quickly 
as we buy, a good point to keep in mind if 
you ever plan a liquidation sale. Two, that 
we bought this business for cash—for when 
we say cash, we mean exactly that and ask 
for no exceptions no matter what the size 


of the transaction. 


Stories from our 50 years" 
experience with truths of 
just as great significance today. 




















> COMING FEBRUARY Ist— 


SPEED BRINGS BATRA 
NEW PICTURE WATCHBAMD 


ee 
_ cea 
ena 
Ree 


w- : this New Picture Watchband— 
fo give you a TRIPLE FEATURE ITEM! 







































gee 





_ al ® Now—for the first time in Speidel’s history— 

o a TRADE-IN promotion! And it couldn’t be timed 
a I better! It comes at the exact right time to bring 
added business to your store during one of the 
slowest selling months of the year. 


‘ <tr \ _. Wes Yr i 2 . It’s ‘‘sparked’’ by a sure-fire $3.00 
. a ) > >» *7>, +» TRADE-IN allowance for any strap or 
=) watchband, regardless of condition, when 
traded in on Speidel’s New Picture Watch- 
band. All the tremendous selling impact of 
Speidel’s television advertising. ..reaching 30 mil- 
-~ wee lion people every week ...will be concentrated 
7 on behind this promotion in February. It will tell 
‘> aaa your customers that you’re giving them the 
; ,| opportunity of a lifetime to own Speidel’s New 
Picture Watchband—AND SAVE. 


The most profitable move you can make now 
is to tie in with this promotion. We offer you 
; FREE newspaper mats, FREE window displays, 
ro 4 in-store streamers, giant teaser tags for your 
clerks to wear. You get the complete promotion 
kit with your purchase of the J T/7 Unit. Get 

in touch with your Speidel distributor today. 


P RED 
te * en eet 
ia 4 > ee ? 


eS 








Remember what these two famous personalities did for 
you in selling Speidel Photo-Idents and Picture Watch- 
bands in 1953? Just watch them sell this impact-loaded 
promotion for you starting February Ist! 


JINX 
FALKENBURG 
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TIMED TO PUT NEW LIFE IN A DULL MONTH! ¢ 








CUSTOMERS TO YOU WITH 
TRADE-IN PROMOTION! 


| 
SPECIAL INTRODUCTORY Wadae 





We will pay you'd” : 


for your old strap or watch band — ) ™ 


regardless of condition when you buy 


Gpeide@ PICTURE 
ATCH BAND 


the New 3 in 1 Watch Band you'll rave about ! 


2 
, 













FREE newspaper mats for 
your own ad campaign 










FREE giant teaser 
tags for your store 
personnel 









~ IT'S A WATCH BAND ~~ 
IT'S AN IDENTIFICATION BRACELET © = 
J IT’S A PICTURE LOCKET 3 





FREE in-store streamers FREE display specially designed for 
this TRADE-IN promotion 


YOU GET ALL THESE FREE TIE-IN SALES HELPS WHEN YOU 
ORDER THE JT/7 UNIT FROM YOUR SPEIDEL DISTRIBUTOR! 


eves what 00 fachediecs FAST TURNOVER! HIGH PROFIT! ° 
4—-Yellow First Nighter Picture Watchbands—straight end Never before have you had a greater opportunity than 
1—White First Nighter Picture Watchband—straight end this one that Speidel is giving you to make a fast turn- 
1—Yellow First Nighter Picture Watchband curved end over and a high profit on a TRADE-IN promotion. 
1—White First Nighter Picture Watchband curved end Because never before has a TRADE-IN promotion like 

Your cost of JT/7 Unit $47.25 this had such concentrated television power behind it 
to bring extra customers into your store! 
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SAME SIZE DIAMON, 
BUT WHAT A DIFFERENG 





Tiff 


vw 
ae 
: 


OLD-FASHIONED RINGS FEATURE LOCK’S ‘‘MAGNIFIED Dif 

conceal diamonds. displays the FULL BLAZING BiMe , 
OF DIAMONDS...MAKES DIAM 
LOOK LARGER...LOVELIER INSTAM 


FEATURE LOCK’S “MAGNIFIED DESIGN” 

MAKES THE Si ~ 
ue 
NOW you can RESET ye? 
customers’ diamonds WITH $1 
TEN DAYS eee quickly, : Eng 


PROFITABLY! 


12 SALES-PROVEN STYLES 
available in white and 
low gold ...in 3 DIFFER 
HEADSIZES ... A COMP 
RANGE OF MELEE SIZES. 
specially selected to sc 
every style and price ne 


= Streamlines your | 
MOUNT SALES! Ff g;. 


Eng 
Wi 








12 EXQUISITE, SALES-PROVEN 
yes AVAILABLE IN WHITE AND YELLOW 


GOLD —IN 3 DIFFERENT HEADSIZES... 


Engagement Ring No. 3X1/38 
Tiffany Wedding Ring No. 3X1W 


Price 
$109.50 


Engagement Ring No. 15X5/38 
Wedding Ring No. 15X5W/5 


Engagement Ring No. 17X1/38 
Wedding Ring No. 17X1W/5 


Retail 
Price 


\ 
Price 


$154.50 


Price WE < 
$132.50 VQ 
Engagement Ring No. 26P3/38 

Wedding Ring No. 26P3W/5 


jj 
= a \ 
_ 
AW, Retail \ 
/ 
“ 9 


Engagement Ring No. 2RF1/38 
Wedding Ring No. 2RF1W/7 


e * 


: a 


Cy here 
Pas 


> 
gS 


Engagement Ring No. AH7/38 
Wedding Ring No. AH7W/ 


Engagement Ring No. 23G1/38 
Wedding Ring No. 23G1W/7 


“an 
Engagement Ring No. 3RF1/38 
Wedding Ring No. 3RF1W/9 


Engagement Ring No. 15K7/38 
Wedding Ring No. 15K7W/5 


Retail 
Price 


/ a 
ce 
Retail a. 
Price Yt 
$194.50\ Weer 


Engagement Ring No. 17H9/38 
Wedding Ring No. 17H9W/4 





Use WITS FUWCIIUL 
Selling Aids to help 
you get profitable 
REMOUNT BUSINESS 
IN YOUR LOCALITY! 





Dynamic Newspaper Ad Mats — 
in a variety of sizes. 








Attractive, traffic-stimulating 


multi-colored window streamers. 





F R Ee E | 
> . 
> = 





Colorful Window Display—sits atop 
the FEATURE LOCK presentation Box. 











2-color Jumbo Self-Mailer cards ... 
available with your store imprint— 
at low cost. 








SUPPORTED BY: 





Tremendous FEATURE LOCK National 
Advertising . . . reaching more than 
100,000,000 readers... in 
22 BIG NATIONAL MAGAZINES. 
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jobbing trades since 1910 
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Manufacturers of Gold and Platinum Watch Cases 
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Priceless Heirlooms? 


No, but they have a priceless heritage 
... they’re WHITING & DAVIS 







They're new, they’re old, they’re good. 





They’re part of a quality jewelry line by a 
quality maker . . . crafted with today’s sure skill, 
slanted at a market of women with taste. 


fi ir 2 
TALE 
) i7e@ 
& DAVIS 
Who better than Whiting and Davis to do 
such a job? Who knows better the niceties of 


detailing and hand finishing? Who knows better 
what women like? SY 
Obviously — nobody. Because Whiting and Davis’ celebrated mesh 


masterpieces have dazzled the fashion world for nearly eighty years. 





That’s why this jewelry line will mark you as one of the more dis- 
criminating dealers. WHITING AND Davis Co., INc., Plainville, Mass. 


V 


HAND IN HAND WITH FASHION=—SINCE 1876 
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What every Jeweler wants! 


EARRINGS 











































Holds 48 Pair * mm = 









Give your carded ear- 
oe | s rings a chance to sell 
_—_ 2 oe 7 themselves — they 
¢ eS never will in that 

| - drawer under the 

Miia counter. 





Every Jeweler knows how difficult it is to display carded earrings. 

Usually they are under the counter and only brought out and 
displayed when someone specifically asks to see earrings. 

That’s all changed now with this Free Plainville 48-pair revolving 

ale ves display. It’s not just another cardboard easel, but an exquisite, all 

wooden, carded earring display finished in natural and two-tone 


AT THE TOUCH bive. : 


The display itself is a touch of fashion sure to attract the eye of 


'@) 3 A FINGER every lady shopper and sell more earrings for you. 
HERE’S HOW YOU GET YOUR DISPLAY 


ASK YOUR WHOLESALER — he will be more than glad to help 
you increase your sales of carded earrings with one of these new 
displays — absolutely Free with a qualifying purchase of 
PLAINVILLE earrings. 


Just a touch of the finger 
and there, 48 pair of beauti- 
ful Plainville earrings for her 
to choose from. Ask your 
wholesaler to show you the 
| complete line of popular priced, highly styled 
10 Karat Gold Plainville earrings. 










PLAINVILLE STOCK CO. — PLAINVILLE, MASSACHUSETTS 
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POLISHOOK’S BASIC DIAMOND RING 
INVENTORY CONTROL 


Suggested 
Retail Engraved Fishtail 
Price Sides Sides 





cater to them, it is essential that 
you know their likes and dislikes. Either 
they like your diamond rings and buy 
them—or you lose a sale. 

We, at Polishook, have the facts for 
you. For almost three years we carefully 
tabulated the actual over-the-counter ex- 
perience of hundreds of successful re- 
tailers, the daily reports of our salesmen 
and the market information of our 
diamond merchandisers. The result of 
this intensive research is our “Basic 
Diamond Ring Inventory Control” — 
a unique set-up of 76 mounted diamond 
ring styles in your bread and butter re- 
tail price range from $75 to $200. Take 


WV are your business! Sirice you 


Needlepoint 
Sides or 


Beaded Channel Total 


Prong Sides Sides | Stock 


2. 


another look at the chart above! Our 
survey proves, for instance, that you 
should carry a certain style six times 
as often in one price range as in an- 
other; or that you should stock almost 
twice as many styles in the $150 and 
$200 ranges as in the lower brackets. 
Our Basic Diamond Set-Up does all 
this automatically for you. It includes 
everything from one diamond bridal 
sets to 35 diamond bridal sets, each ring 
available with the center diamond of 
your choice. All in all, we offer you the 
76 best- selling ring styles—not too much 
—not too little—an absolutely complete 
selection, which can reduce your present 


inventory by 50%,_imcrease_ your dia- 


MANUFACTURERS OF “EVERYTHING IN RINGS" SINCE 1898 
3 FAMOUS NAMES ... “LLOYDS OF NEW YORK", “FIRST LADY", “FIDELITY”. 


MR. POLISHOOK GIVES YOU A STARTLING REPORT ON DIAMOND RINGS 


mond profits through the soundest mer- 
chandising you have ever seen! 

The many jewelers who use our BDIC 
set-up are enthusiastic. Already it has 
proven to be the greatest success in our 
55 year history. There is a Polishook 
salesman in your territory. A three cent 
stamp and the coupon below can revo- 
lutionize your diamond business. Write 
today to 


K. POLISHOOK & SON CORP.- 
216 East 45th Street, New York 17, N. Y. 
Gentlemen: 
[] | would like to inspect your BASIC 
DIAMOND RING SET-UP. 


[] ! would like your sample selection on 
memorandum. 


ADDRESS 
CITY... 


























A RETURN TO. 
SIMPLICITY 
e 






Celebrating 


Our 
Fiftieth 
Year! — 





OF CHARACTER 




















Simple in Design 
Substantial in 
Weight and 
Beautiful in 
Finish... 


Here are rings to please » 
those whose taste runs to 
simplicity and dignity. Rings 
in keeping with the Goodman 
tradition of elegance .. . 
Rings which will appeal 
to Masons desiring simple 


rings of lasting quality. 






TS AVAILABLE 


4? THE JEWELERS’ CIRCULAR-KEYSTONE 








HREE NEW 





oe 


Gold base — Velvet 
band and panel on 
cover — White satin pads 


S 


PIN & EARRING 


(~S Gold base — Me 
paper cover — 


SMALL SET 
satin pads 


EARRINGS 


LOCKET 












LARGE SET 


FLEXIBLE 
BRACELET 







KIDDIE 
BRACELET 


















These new boxes in stock, ready 

for shipment by return in any 

quantity (minimum half gross). 

Write for full-color brochure with 
KIDDIE prices. 


LOCKET : 
wink tHE AM QO. BOX COMPANY 


satis ike ok commu 521 MT. HOPE STREET * ATTLEBORO FALLS, MASS. 


filled JEWELERS BOXES = 
RETAILERS: These boxes should now be available in small quantities from your wholesaler” 
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No matter what your ring needs may be you ean be sure that your 
Goldstein-Gerson: jobber can meet your every wish. 


More than ever before, G-G mountings have definitely proven 
for the tops in new, brilliant consumer-appeal styling, 


quality manufacture to the tiniest detail and prices that 
make possible a liberal mark-up. 


DISTRIBUTION THRU AUTHORIZED WHOLESALERS ONLY 


GOLDSTEIN + GERSON CO., Ine. 


(Nive ality: of Fishtatls 
MANUFACTURING JEWELERS e 130 WEST 46th ST., NEW YORK 36, N. Y. 
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MORE AND MORE 


OMEN ARE, WEARING 
STRAP WATCHES 


for ALL occasions! 






















UNIVERSAL 
GENEVE = 


| * 6 Sa a 
i 

; 

; 


Be pr epared : for the — 


sales opportunities of 
this new trenc 








see our exclusive. 


1954. collection. 
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¢ Sells 
FAST-ACTION 


J 
Sentiment is here to stay . .. and American Beauty Compacts are 
a favorite way of expressing it! Order America’s fastest-moving 
compact line . . . and reap your share of profits from Birthdays 


. . . Valentine’s Day . . . Anniversaries . . . Graduations .. . 
Weddings . . . Sweetheart Gifts. 


ORDER THIS BALANCED ASSORTMENT 
FOR BEST INVENTORY-No. 3885 


These are proved over-the-counter profit makers! 
Total Cost 
$ 3.60 





197/110 





259/493 





" 464/490 





Item Retail 


197/110 


Quantity 


472/020 





464/490 
294/470 
259/493 
456/200 
472/020 
294/606 
259/607 
293/488 
395/035 
259/485 
353/039 


$3 


— 


Tray 
$3 


3.60 
2.40 
2.40 
2.40 
3.00 
3.00 
3.00 
3.39 
3.35 
3.739 
5.00 


8.85 
FREE 


8.85 


PROFIT $29.65 


FREE 


SOFT ROSE VELVETEEN 


. shows compacts in best possible 


manner... 
Comes with Assortments 3885 and 


2400. 


$16.00 PROFIT 
Assortment No. 2400 


Twelve beautifully designed compacts in this popularly- 


priced American Beauty assortment. 
Cost to you—$24.00 


Retail—$40.00 


PROFIT FOR YOU—$16.00 


Nationally Advertised in 
Glamour...Charm...Seventeen...Screenland...Screen Stories...Silver Screen...True Life Stories...Real 





959/607 





259/485 





395/035 


PRESENTATION TRAY 


makes selling easier. 





293/488 





$38.30 PROFIT 
Assortment No. 2445 
Valencia Simulated Pearls styled by Elgin American— 
a complete selection of luxurious, beautifully matched 
simulated pearls. Eight varied designs . .. WITH ONE 
FREE DOUBLE STRAND WHICH RETAILS AT $4.50*. 
Cost to you—$24.45 Retail—$62.75* 
PROFIT FOR YOU—$38.30 





Order from your wholesaler or write us for the name of the one nearest you. 


AMERICAN BEAUTY — 


853 Dundee Avenue — Elgin, Illinois *Plus Fed. Tax 
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choice of a nation! 
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DIAMOND RING ENSEMBLES 
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114. Geary Street San Francisco 8, California 








Jeweler’s 
Touch 
Men’‘s 


eee 


Designed and Sowa 


E 


FOR THE JEWELER 


SO EXCLUSIVELY FOR THE JEWELER 
FREE MATS FOR YOUR USE — AND SO LOW IN PRICE 


/ 4 


Here is the line you've been waiting for — a new men’s line — designed for 
you and packaged for you. It’s a line the jewelers have been waiting for 
because it’s an exclusive line fashioned after more costly gold filled and 
solid gold pieces but for you to sell at a popular price. It has everything .. . 
fashion appeal, package design, and quality. All at the popular price. 


FREE LUMINOUS DISPLAY Don’t miss the first showing of this new line . . . See your wholesaler — he 
will show you the new 1954 Popular Priced Hayward line soon. Don’t buy 


until you see this new line! 


This new line does not in any way take the place of our regular 
Hayward Gold Filled and Sterling jewelry but is designed to com- 
plete the over-all price range, from the more costly to the popular 
priced men’s jewelry. 


THRU YOUR WHOLESALER # EXCLUSIVELY for the Retail Jeweler No other sources will handle this new line. 
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naomi ring 


featuring the exclusive 





naomi-lok 


You name it, Naomi’s 

got it! Ring Locks and Ring Guards 
for men or women...any size, 

any shape. All expertly crafted of 
quality materials...including 
RHODIUM, the precious metal that is 
durable and non-tarnishing. 


the new naomi-lok 
a DOUBLE RING LOCK THAT WORKS! 


Here’s a ring lock that holds wedding sets together. . 





safely, securely. NAOMI-LOK prevents wear between rings. 
Easy to attach. No sharp edges. Hand polished 

in white or yellow 14Kt. gold. Now available in new 

extra large size. A sure-fire sales winner! 


AVAILABLE AT NAOMI CERTIFIED MATERIAL HOUSES & WHOLESALERS 


SPECIAL BONUS OFFER! 2 DOZEN NAOMI-LOKS FREE 


with every dozen you buy 
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This coupon entitles you to 14% dozen #12 NAOMI-LOK Ring Clasps for the price of 1 dozen, in 1/20-12Kt. 
white or yellow gold filled. 

Bring this coupon to your wholesaler, buy 1 dozen NAOMI gold filled ring clasps and receive the % dozen free. 
Please fill in your store name and address below: 





Mr. WHOLESALER: We will redeem this 











NAME coupon for 44 dozen #12 naomi-lok ring 

clasps in 1/20-12Kt. GF, at no extra 
STREET charge. Kindly mail direct to our fac- 
CITY & STATE tory or give to our sales representative. 




















(Not negotiable and not redeemable in any state or locality where the issuance or 
redemption of coupons is prohibited, limited, taxed or regulated in any manner.) ISLAND PARK, NEW YORK 
BECOMES VOID MI © 1954 GOOD IN US A ONLY . 
i, ap, sts, i, it, Pie git ey Z£y% Fy F% 8 > > * F*% gr iP, 
= = a = Se = Se = Se = a Se = Se = Se 2 2 s& 
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© GLYCINE WATCHES 
granted 


Good Housekeeping 
Seal of Approval 


be pre-sold on GLYCINE 


and you know, Mr. Retailer, that over 90% of all 
watch sales are made to, or influenced by women 


Test after test has proven that the appearance 
of the Good Housekeeping Seal on merchandise 
substantially boosts sales. AND NOW, for the 


Good Housekeeping first time, Glycine, the quality watch since 1914, 
Yop * 


\ ives you this vital sales feature .. . 
AS apyranised THES & y 


IN 1954, EACH GLYCINE WATCH WILL CARRY 
THE GOOD HOUSEKEEPING SEAL OF APPROVAL. 


“we give this seal to no one... 
the product that has it, earns it.” In addition to the 10,650,000 readers that will 


see Glycine ads in Good Housekeeping Magazine 
regularly during 1954, the most extensive advertising 
campaign in Glycine’s history will back you up 

with Newspaper and Magazine ads, displays, 
brochures, publicity and hard hitting 


selling aids of every description, 


Cash in on the best new idea in watch selling 
in a generation ... carry Glycine Watches, 
famous for quality since 1914. 


EMIL LEICHTER WATCH CO., INC., 551 5th AVE., NEW YORK 
Manufacturers and distributors of GLYCINE and HYDEPARK Watches 
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551 — Bracelet 
$13.50 Dox. 


551 — Adjustable 4 
Necklace — $13.50 Doz. | a. 





alow cl h'2=) got: 0, mt- bh cel afc Mh tol aa) 7-3 





532 — Bracelets a : 
$6.75 Doz. La Here it is!...the fabulous promotion jewelry buyers across the nation are 


acclaiming for unmatched sales appeal! Presented by Bob Henfield, this 
magnificent new collection of hand-crafted Siamese Costume Jewelry features 
exotic oriental designs... Gold on White or Silver on Black... encrested 
in Mother-of-Pearl. All finishes guaranteed. It's already the top re-order 
item in promotion-minded departments. Write, wire, phone your order 
today! You must be covered ih quantity. The demand is already tremendous. 


540 — Earrings 
(Clip-On) $6.75 


f-cello Mel aM, Aelh4-Meol at -11'4-) ool a cl F- Kolo 
roy ath Ae Bt: Sale mt.) a= t- 41 





Renee oLo) Me at-tahal-)(- Plato 


jewel creations 
roy molaalon diols mi -hy 4-1-1 a -) 


2nd FLOOR + HIPPODROME BUILDING ANNEX 
CLEVELAND 15, OHIO + PHONE: MAin 11-2551 





Rings, Cuff Links, Pend- 

ant Necklaces and 
Pierced, Screw-back., 
Clip-On Earrings not il- 
lustrated...$6.75 per doz. 


See our display of outstanding promotion jewelry in CHICAGO, LaSalle Hotel...Jan. 24-27. 










































LUSTRE on aluminum jewelry 
is not necessarily a guarantee 


of PERMANENT FINISH 


Aluminum is ideally suited to the cur- 
rent fashion trend toward bold, mas- 
sive ornameniation. Its light weight 
permits lavish use of metal without 
the objectionable heavy weight- 
penalty imposed by other metals. 

Alcoa Research has developed, 
over the years, a wide selection of 
lustrous, colored, wear-resistant fin- 
ishes for aluminum. Using the Alumi- 
lite* process, an anodic treatment, 
manufacturing jewelers may achieve 
almost any color on aluminum—gold 


(including the popular Hamilton 
gold)—rhodium, or almost any other 
shade. These finishes offer high lustre; 
but most important, they promise excellent 
wear and abrasion resistance—no peeling. 
They provide a finish so fine that 
manufacturing jewelers can guaran- 
tee unconditionally the products that 
are so finished. 

For best results in finishing alumi- 
num jewelry, we recommend that 
manufacturers choose a_ finishing 
method with the help of their nearby 


When you buy Aluminum Jewelry, 
it pays to ask, “‘/s it Anodic treated?” 


a2 


Alcoa sales office, listed under 
‘‘Aluminum”’ in the classified direc- 
tory. This office will make 65 years of 
aluminum knowledge available. 
ALUMINUM COMPANY OF AMERICA, 
2188-A Alcoa Bldg., Pittsburgh 19, Pa. 


*Trade Name of Aluminum Company of America 





ALCOA © 
ALUMINUM 


ALUMINUM COMPANY OF AMERICA 
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the best watch 
in its class! 



























ORIS WATCH CO., S.A. 
15 West 37th Street 


New York 
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1 : ———— WHAT A TRAFFIC ITEM! Perfect for to- 
: oe eS (te day’s casual living, buffet suppers, in- 

\0- On the Gi f f Parade : S formal entertainment.The onus de- 
wise signed modern Tripod Warmer keeps 

coffee hot and delicious. The deluxe 
Coffee Server is of hand-blown, heat- 
proof glass, decorated with bands of 
fired-in platinum for enduring luster 
yo i j|j and beauty. Graceful handle is always 
ae — A fF ‘ comfortable. Every woman loves this 

a \ - —- smart way to serve coffee. 

Keep a good stock on hand ... sell 
your customer one for the home— 
another for gift-giving ... watch those 
profits roll in! 


tHE NEW intanp fi 








THE Carafe COMPLETE WITH 10-HOUR 
Candle AND MODERN Tripod COFFEE 
WARMER... 8-CUP SIZE, $4.50; 12-cUP 





coffee server 


SIZE, $5.00; 16-CUP SIZE........... $5.50 
° ° EXTRA Tripod WARMERS...... $1.00 
with modern tripod REFILL Candles, 3 IN A BOX...... 25c 


coffee warmer! 











‘ : Be 3 Look to INLAND 


for Shopper 


Stoppers! 

























SALAD CHEF QUARTETTE 
Four handsome blown glass pieces to 
make salad serving an art. Shakers for 
salt and pepper, cruets for oil and vine- 
gar, each with gleaming aluminum 
cap. Set of 4 pieces, Gift Boxed. .$3.50 


CAROUSEL 


Charming lazy-susan table server. 
Cruets for oil and vinegar, shakers 
for salt and pepper, jar with stainless 
steel spoon for mustard. All of blown 
glass with aluminum caps. Base of 
turned wood in French Provincial fin- 
ish.The complete set, Gift Boxed $9.00 INSTANT COFFEE MAKER 
AND TEA SERVER 
; uP CARAPSr TES ; With Strainer Cap. 
For individual coffee service. 
Come with matching coasters. 
ivcksndersecnsvauen $1.60 
Gift sets from $3.00 





4-cup size........$3.00 
6-cup size. eeeeeee $3.50 











SALAD CHEF—CONDIMENT SET 
Two quaint Condiment Jars of 
blown glass, each with stainless 
steel serving spoon and polished 
aluminum cap. Useful for catsup, 
mustard, horseradish or mayon- 
naise. Gift Boxed, the set. .$2.00 


SALAD CHEF PETITE CRUETS 
Blown glass. One for 


oil, one for vinegar. 
Gift Boxed......$1.75 


SALAD CHEF SHAKER SET 
Two beautifully 
matched spice shakers. 
Gift Boxed......$1.75 





Nationally Advertised ... Nationally Preferred for Smart Service and Gifts 


© c.A.P. co. 


MANOR WORKS Oe ee 
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BOOKS.... 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘in print’’ at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 


























GEMS AND GEM MATERIALS $6.00 STORY OF THE GEMS $4.00 POPULAR GEMOLOGY $4.75 
Drs. Kraus & Slawson H. P. Whitlock R. M. Pearl 
A KEY TO PRECIOUS STONES am = . errs Tait $1.85 ey IDENTIFICATION ca $7.50 
L. J. Spencer ase: . 
FAMOUS DIAMONDS OF THE WORLD $1.25 
GETTING ACQUAINTED WITH MINERALS $4.50 Robert M. Shipley THE - a —— $6.50 
George L. English HANDBOOK OF GEM IDENTIFICATION $5.00 “mien sey —_a 
REVISED LAPIDARY HANDBOOK ” eae $5.90 MINERALS 4.75 
J. H. Howard B. W. Anderson, B.Se., F.6.A. Edward Wigglesworth 
A ROMAN BOOK ON PRECIOUS STONES $6.75 GEMSTONES $8.50 DIAMOND TECHNOLOGY $10.00 
Sydney H. Ball G. F. Herbert Smith Paul Grodzinski 
For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 
JEWELRY MAKING & DESIGN $8.95 METALCRAFT AND JEWELRY $3.25 HAND-MADE JEWELRY $3.00 
Rose & Cirino Emil F. Kronquist Louis Weiner 
JEWELRY REPAIRERS’ HANDBOOK $1.25 PRINCIPLES OF ELECTRO PLATING AND JEWELRY, GEM CUTTING & METALCRAFT $4.50 
J. G. Keplinger ELECTRO FORMING $7.00 W. T. Baxter 
oe x — APPLIED DESIGN $25.00 Blum & Hogaboom mer — $3.00 
. A. Jako ouis & Elie Millenet 
TESTING PRECIOUS METALS $2.50 

JEWELRY AND ENAMELING $4.25 C. M. Hoke JEWELRY MAKING FOR SCHOOLS, 

6. Pack THE JEWELERS’ DICTIONARY $6.00 Murray Bevin Cloth Bound $3.75 

REF i: — METAL WASTES $7.50 ~ (New Second Edition) Paper Bound $2.75 

- M. TOKE 
GEMS AND JEWELRY TODAY $10.00 -‘;FHE TRADE MARKS OF THE JEWELRY & 

ART Erte LETTERING Marcus Baerwald and Tom Mahoney KINDRED TRADES (New 6th Edition) $7.56 
(Special 18th Edition—Paper Cover) $2.50 3,033 RETAILING IDEAS $3.95 A HISTORY OF JEWELLERY, 1100-1870 $17.50 
19th Edition—104 Pages—Hlard Cover $6.00 Emanuel Lyons Joan Evans 

For the Skilled Watch and Clock Maker, the Apprentice and Student 
PRACTICAL BALANCE AND HAIRSPRING THE SCIENCE OF CLOCKS AND WATCHES $5.00 PRACTICAL COURSE IN HOROLOGY $2.75 
WORK (2nd Edition) Harold C. Kelly 
W. J. Kleinlein A. L. Rawlings, Ph.D. INTRODUCTORY COURSE 
RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 HOROLOGY $4.50 ON CHRONOGRAPHS $2.50 
W. J. Kleiniein J. Eric Haswell, F.B.H.1. KNOW THE ESCAPEMENT (New Edition) $5.00 
PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 THE MODERN CLOCK $4.95 Barkus Watchmakers 


Louis and Samuel Levin 


SCIENTIFIC TIMING 
Charles Purdom 


KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


WATCH ESCAPEMENTS $3.50 
Dr. James C. Pellaton 


$4.50 


Ward L. Goodrich 
PRACTICAL NOTES FOR THE WATCHMAXER $3.50 
(French-English Edition) 
G. A. Berner 
PRACTICAL WATCH REPAIRING 
Donald De Carle 


MODERN WATCH REPAIRING & ADJUSTING $3.00 
Bowman & Borer 
$2.50 


MODERN METHODS IN HOROLOGY 
Grant Hood 


THE WATCH REPAIRER’S MANUAL 
Henry B. Fried 


$6.00 


On Silver for the Jeweler, Collector and Antiquarian 





THE SILVERSMITH’S MANUAL $4.50 
Bernard Cuzner 
ENGLISH SILVER (1675-1825) $5.00 


Stephen G. C. Ensko and Edward Wenham 


THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 
Edward Wenham 


OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 
S. B. Wyler 


$4.00 


THE STERLING FLATWARE PATTERN INDEX 
1953 Edition 


Without Binder 
With Leather Binder 





$15.00 
$20.60 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, New York 17, N. Y. 


Check of money order must eccompany all orders. Do sot sead cash. 


Prices subject te change without notice. Ne books seat ca apprevel. 
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WANTED 


SALESMEN ACCUSTOMED TO 
TOP BRACKET EARNINGS... 






















= If you’re a top-notch salesman with a strong fol- 
lowing in the jewelry field, we offer you a fine 





opportunity to use your earning ability to the fullest. 


= You would represent this old established manufac- 
turer with “EVERYTHING IN RINGS’’—the most 
complete line of diamond rings, wedding rings and 
stone rings in America today! Our branded trade 
names of LLOYDS, FIDELITY, FIRST LADY 
have a following among the most progressive 
jewelers from coast-to-coast. Our lines are expertly 





merchandised, extensively promoted and are easy 
to sell! (See our ad Page 41.) 


—_ We want to find the best salesmen for three of our 
well-established, big-volume territories: the Pacific 
Coast, the Southwest States and the Midwest. 


You will get exclusive representation in your pro- 
tected territory and all the solid cooperation every 
member of this 55 year old firm can give you! 





Strictest confidence guaranteed. Write to: 


PHIL POLISHOOK, President 


K. POLISHOOK & SON CORP. 


| 216 East 45th Street New York 17, N. Y. 
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RECISION 


From guiding a plane to running a watch, from providing 
automatic heat to deep freezing foods, precision instruments 
are vital to modern living. 




















Actual 






U. S. Time plays a major role in the production of precision 
Size instruments. U. S. Time is the world’s largest maker of me- 
chanical time fuses. It is the sole source of subminiature 
precision rate gyros designed by Sanders Associates. It is also 
the world’s largest producer of wrist watches—making them 
to the same high standards of precision. U. S. Time has ap- 




























THE WORLD’S SMALLEST 


RATE GYRO plied modern American mass-production methods to the pre- 
| inch diameter cision field with impressive results in accuracy and economy. 
Less than ~ 2 inches long 
\3 ounces As creative science develops new product concepts, U. S. 
Designed to keep planes and . 2.2 : : : os 7 
lined ealiealtinn wale, caietiiee, dk Time translates these visions into reality via precision manu 
slightest deviation gyro actu- facturing. 


ates mechanisms which put 
plane back on the beam. In- 
credibly accurate—to 1 part in 
100,000. Reaches synchronous 
speed of 24,000 RPM in 15 
seconds! 





THE TIMEX MARLIN 
WATERPROOF*, SHOCK-RESISTANT 
U. S. Time’s engineering skill 


in making durable precision 
instruments has been used to 
produce the famed Timex 
watches. Made with the revo- 
lutionary V-Conic Movement, 
Timex takes a licking and 
keeps on ticking! Shown here — 
; < the waterproof* Timex Marlin 
Tr iss the target by % mile! with radiolite dial, sweep-sec- 
hese fuses must also be d hand. leath 9 
rummed ht ith J - ' ro ond hand, leather band, $11.95 
Sged enoug Oo withstan Stays waterproof and dustproof as long as crystal, crown and back are inta plus 10% Federal Tax 


the concussion of cannon. and, if removed, expertly replaced. 


U. S. TIME... 
WORLD'S LARGEST MAKER OF 
MECHANICAL TIME FUSES 


Used to detonate certain 
shells—where absolute preci- 
sion is vital. If the fuse is only 
% second off, the shell can 





PRODUCT OF THE WORLD'S LARGEST MANUFACTURER OF WRIST WATCHES ¢ 500 FIFTH AVENUE, NEW YORK 36 
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Following Through... 





on the theme of this January issue ... 


“PLAN FOR MORE IN 54" | 





The February Issue of 





Jewelers’ Circular-Keystone 


will have as its editorial feature— 


*“Movcing Your Merchandise 


with Manufacturers’ Money” | 


LOOK FOR IT! 
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THE TRULY MODERN JEWELRY STORE MUST BE AIR CONDITIONED 








MAKE YOUR STORE A ee e 
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COMFORTABLE SETTING ~SOC4G 
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CHRYSLER AIRTEMP 
AIR CONDITIONING! 
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“Packaged” Air Conditioners 
in nine models, 2 to 15 H.P., 
meet most cooling needs. Other 
Chrysler Airtemp products for 
all systems of air conditioning— 
a complete line to suit every 
requirement. 











More and more frequently, men and women go out of their way to seek 

Out the jewelry store which offers the refreshing comfort of air conditioning. 
A clean, cool, air conditioned atmosphere will win new customers 

for you. It will add to the air of refinement, confidence and dignity so 
important to your business. And you will find customers buying more than 
just one item, because they will shop more leisurely and more thoroughly 
in the comfort of your air conditioned store. Your employees 

will be more courteous, more alert and more efficient. Your 

store can be kept sparkling bright with less cleaning and redecorating. 


But get the best there is in air conditioning. Buy Chrysler Airtemp! 
“Packaged” air conditioning was pioneered by Chrysler Airtemp in 1937. 
More Chrysler Airtemp “Packaged” Air Conditioners have been sold 

than any other make. And only Chrysler Airtemp engineering 

gives you such important features as the super-efficient, super-quiet 

Sealed Radial Compressor . . . “Maxi-Fin” Coil for more effective cooling... 
“Airfoil” Grille to direct the air exactly where you want it by means of 
adjustable vanes . . . greater cooling capacity . . . more compact, 
space-saving design. Send coupon now for complete details! 




















Pee — a _ ” 
r Airtemp Division, Chrysler Corporation JCK-1-54 
by e | P.O. Box 1037, Dayton 1, Ohio 
AY inlemp | I’d like to know more about Chrysler Airtemp Air Conditioning. 
1S A : 
| Name 
HEATING e AIR CONDITIONING | ms 
for HOMES, BUSINESS, INDUSTRY = Phone 
Airtemp Division, Chrysler Corporation, Dayton 1, Ohio | City — Stote 

a9 


FOR JANUARY, 1954 











INTEGRITY-—IS THE 


- FOUNDATION UPON WHICH 
THE JEWELRY INDUSTRY STANDS 








DISHONEST ADVERTISING—Clever Sales 
Schemes—Faked % Price Sales — False 
Stamping and Description— CREATE LOSS 
OF CONSUMER CONFIDENCE which the 


industry cannot afford to lose. 




















The few who would sell the enviable birthright 





of our industry for a mess of dishonest dollars 


must stand up and be counted. 


THE JEWELERS VIGILANCE COMMITTEE pledges 


its untiring efforts to that end. 





Do you support the work of this Committee? 


If you haven't you should! 





SEND YOUR CHECKS TO THE— 


JEWELERS VIGILANCE COMMITTEE 


45 W. 45th St., New York 36, N. Y. 
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is a 
diamond’ 





friend 





There are two good reasons why palladium is 
a diamond’s friend ... two simple reasons that 
are fundamental to a woman. 


(1) ... Beautiful palladium, newest of the 
precious metals, is white and faithfully mir- 
rors the true color of diamonds and shows them 
to best possible advantage. (Imagine what that 
means to a woman’s pride!) 


(2) ...Palladium is strong, durable and wear- 
resistant. It holds gems securely. (Imagine 
what that means to a woman’s peace of mind!) 


ee 





So palladium is a friend of yours, too. It 
helps you make satisfied customers .. . cus- 
tomers who praise you and come back to you 
again and again. 


Check your palladium stock today. And write 
us for your copy of “Palladium Jewelry .. . 
and Where to Buy It.” 
It also tells about the 
palladium sales aids 
available to you with- 
out charge. 








di 
KK | WM A precious metal of the platinum group 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 


a ™. ¥. 
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HAPPY NEW YEAR—FOR SALESMANSHIP 


In a confidential business forecast issued recently to Longines-Wittnauer 


Jeweler Agencies, we made two points: 


1) the watch and jewelry industry went through its post-war readjustment 
in 1949-50 and is in general operating on a base adjusted to current 
consumer demand; 

2) examining all factors, 1954 looks like a good year for retail jewelers 
who go after business aggressively. But that is a must. The difference 


between a museum and a merchant is salesmanship. 


We are taking our own advice and in 1954 will do all things better that 


contribute to the sale of Longines and Wittnauer watches at the retail level. 


Gaines We Ce, The 


Since 1866, maker of watches of the highest character 
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THE JEWELERS* 


_ Christmas season inspired re- 
tailers of all types to offer unusual 
and expensive gifts, and thereby 
gain considerable publicity. For ex- 
ample, Time ran an item on the fur- 
rier who offered mink bras and pan- 
ties in 30 different mutations at 
$2,500 a set. 

Other industries have to strain to 
make their merchandise in a fabulous 
form. In the jewelery industry, the 
fabulous is a traditional part of the 
business. In Beverly Hills, Jewells 
by Tobias displayed for its custom- 
ers, gold cuff links in the shape of 
“his” and “her” shorts (viewed from 
the rear) for $150. 

Another fabulous oddment was put 
on sale by Linz Bros. in Dallas. De- 
signed for the kitchen-loving house- 
wife, it was a bangle in the form of a 
14K gold sink with tiny diamonds 
streaming from the faucet—at $200. 
Another Linz Christmas specialty, at 
$12,000, was a man’s pocket watch 
which does everything but talk; it 
tells the day of the week, phase of 
the moon, date of the month and 
year, and strikes the quarter hours 
in pretty chimes. 


o © 
ATCHES? Who has the 


watches? We say Duncan Hines, 
famous “Adventures in Good Eating” 
expert, has them. And what is more, 
he uses them all at once—he nor- 
mally carries about 14 watches. 
We list them herewith: two alarm 
wrist watches; one chime watch; a 
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calendar watch; a watch mounted in 
a 20 dollar gold piece; a pocket 
watch, with a 50 dollar Mexican gold 
piece attached at the end; a pocket 
watch wound by pushing the case to- 
gether, which opens to make a travel- 
ing clock; a mystery watch whose 
works can be seen through glass; a 
watch identical with Eisenhower's 
watch when his picture appeared on 
Life’s cover; and a watch in his pen- 
cil, his memo pad, his cuff links and 
in his front door key. lf you add them 
up right, you get 14 timepieces. 

It is said that Duncan Hines car- 
ries so many watches because he feels 
their busy activity makes him “tick.” 
Such prodigious ticking is bound to 





SALES 
TAX 
CHART 


Many requests have been re- 
ceived for copies of the “Sales 
Tax Chart,” published in JC- 
K’s December issue, pp. 94-95. 


It is now available on heavy, 
colored cardboard, to withstand 
wear and tear. The cost of the 
chart is 50 cents, and may be 
had by request to THE JEWEL- 
ERS CIRCULAR-KEYSTONE, 100 
East 42 St., New York 17, N. Y. 
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attract attention, and he has appeared 
on a number of TV and radio shows 
to demonstrate his numerous watches. 


Hines is probably the foremost 
exponent of the practice of owning 
and wearing more than one watch. 
Jewelers may profit by his example 
and urge each of their customers to 
own at least two watches, if not more. 


© © 


i was Sunday, November 18, 1883. 

In many places in the United 
States, it was a beautiful, restful Sun- 
day. People relaxed and perused their 
magazines, like Harper’s Weekly and 
The Jewelers’ Circular (not yet com- 
bined into JC-K). Yes, it was a quiet 
Sunday without much confusion. But, 
of course, no one knew what time it 
was except in his own community. 
Every town had its own local time 
and was proud of it. Each of the na- 
tion’s 500 railroads had its own time 
and insisted on running on it. Stand- 
ard time had not yet been put into 
effect. 

Charles Ferdinand Dowd, princi- 
pal of the Temple Grove Ladies’ 
Seminary at Saratoga Springs, N. Y., 
was the man who decided to do some- 
thing about the nation’s “pathless 
wilderness of time.” Reader’s Digest 
tells the story of his achievement. He 
proposed four time belts across the 
country, using Greenwich time as a 
base. He carried out his plan by cal- 
culating the correct local time, on 


longitude, for each ‘of the 8,000 rail- 
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NOW! ORANGE BLOSSOM’S TOP STYLING, 
SUPERIOR QUALITY AND WORKMANSHIP IN 
A COMPLETELY NEW AND BEAUTIFUL LINE 
OF INTERLOCKING PAIRS. 


Announced in a tremendous National Advertising Program, in 










America’s leading young people’s and bride’s magazines. Backed 
by a complete program of displays, literature and news-mats 
for the local jeweler. Another example of Orange Blossom’s close 
cooperation with its dealers. 
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TRAUB MFG., CO. 1934 McGraw Ave., Detroit 8, Mich. 
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road stations and publishing his find- 
ings in a pamphlet which he mailed 
to railroad executives. Dowd also ad- 
dressed the railroad conventions, year 
after year. 

Though acknowledging the plan’s 
value, the railroads opposed it, for 
they were engaged at that time in 
bitter rate and “fast train” wars, and 
a road’s own time was a great advan- 
tage in clipping a few minutes off a 
competitor’s time between cities. The 
demands of an exasperated public 
finally prevailed upon the American 
Railway Association to adopt the 
Dowd standard time plan in 1883, 
and then the whole country followed. 

November 18 of that year was the 
last day on which clocks had the 
privilege of striking their own brand 
of time. 

© © 


_ month we described a new 
and popular book, All About 
Volcanoes and Earthquakes, by 
JC-K’s gem consultant, Dr. Frederick 
H. Pough. As the book deserved it, 
we waxed enthusiastic and thought 
that was that. But our versatile and 
prolific Dr. Pough came by several 
weeks later with another book he had 
just published. We asked him if he 


wrote a book every month. He smir- 
ingly assured us he didn’t and said 
that five years went by while he 
worked on this volume. 

It is A Field Guide to Rocks and 
Minerals, illustrated with 254 photos 
(72 in full color) and end paper dia- 
grams. Publishers Houghton Mifflin 
asked Dr. Pough to prepare the book 
for the famous Peterson Field Guide 
Series, under the general editorship 
of Roger Tory Peterson. For both the 
amateur and professional and of great 
interest to jewelers who want an au- 
thoritative guide to rocks and min- 
erals, it retails at $3.75. 


© © 
4 eae American way of life and the 


entire Western world are fre- 
quently symbolized by quality Amer- 
ican products, many of them from the 
jewelry industry. These products are 
highly valued even by enemies of 
American capitalism and turn up in 
peculiar places, as related in the fol- 
lowing story in Time 
In southwestern Korea there are 
still Red guerrilla bands who hide in 
the wild mountains and prey on con- 
voys and villages. Until recently, they 
were led by a plump, mustached 
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aod Gelato. 


"Yes, sir, something in moonstones, perhaps?" 


Marxist, named Lee Hyun Sang, whe 
assumed charge of at least 3,000 
guerrillas. He was a man of author- 
ity, for he had with him a Russian 
dictionary, a Russian language his- 
tory of the Communist party and a 
Korean history of Bolshevism. Under 
his imaginative command, his follow- 
ers wrecked thousands of South 
Korean trucks and trains. He became 
the No. 1 guerrilla in South Korea, 
though he himself never fired a shot. 

Lee was a scholar and an ascetic. 
He studied much and led a disci- 
plined life, retiring every night at 
precisely 8 p. m. Lee did not indulge 
in ordinary pleasures anc forbid his 
personal household such activities. 
He forgave drunkenness three times 
and then cured the addict with a 
bullet. 

He apparently was a Korean Com- 
munist who valued few material 
things, who was completely “Russian- 
ized,” and who hated all things West- 
ern. He was finally killed, leaving few 
possessions, but among them were 
two which the Communist valued 
highly, a Parker 51 pen and a Ronson 
lighter. 

© © 


(PHE perfect watch for the world’s 

most efficient doctor, or busiest 
doctor or laziest doctor has been in- 
troduced by Universal. This time- 
piece was designed especially for the 
medical profession, and it should 
allow the doctor to get through his 
daily rounds much faster. After the 
doctor has counted fifteen pulsations 
with the aid of this wristwatch, he 
can push a button and the pulse rate 
for a minute will be computed. It is a 
round wrist watch and comes in a 
stainless steel case for $90. 


© © 
t tnw proverbial bull in the china 


shop almost became a reality in 
Toronto, Ontario. There a _ 1,000 
pound steer escaped from the slaugh- 
terhouse, bulled its way through the 
streets to the store of the Advance 
Credit Jewelry Co. Firmly placing its 
head against the door of the store, the 
steer tried to butt its way inside. 
Mrs. Marion McGill, one of the 
store’s personnel, faced the onslaught 
all alone. Thinking only of the danger 
to the jewelry and china, she ran 
toward the big animal to shoo it 
away. The steer took the hint and 
departed for other shops. Was Mrs. 
McGill scared? She says, “I wasn’t!” 
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directly or indirectly applicable to promotions for jewelry store 
merchandise. 

As a retailer, it is up to you to select the events you feel fit in best 
with the character of your store. The value to you of each of these 
depends entirely on your ingenuity in capitalizing on them in your 
advertising, displays and store activities. 

We have assembled for your consideration a list of the different 
“weeks,” “days,” and “periods” to be observed during 1954, coordinating 
them with the important selling seasons of the jewelry trade. These we 
present on the following pages along with examples of merchandising 
activities employed successfully by other jewelers. 

As mentioned above, many of these listed national events are only 
remotely connected with the jewelry business; but there are ingenious 
merchants in our trade who will be quick to see how they can bend 
such events to their own use. To them, “Good Luck!” Other events are 
obvious naturals for the jeweler; with these, many more jewelers will 
tie-in. “Good Business” to those jewelers. 

We have organized this presentation to list every activity with any 
national or local significance. 

Now, Christmas, Easter, and St. Valentine’s Day are not the year’s 
only gift-giving occasions. Every day is someone’s birthday or anniver- 
sary and people are always in search for gift ideas. Yes, every day 
people who pass your store will have occasion to remember a new 
baby, or say “thank you” to a hostess, or select a testimonial gift. 

One more word: planning. Advance planning is vital. Now is the 
time to draw up your promtion and merchandising plans for 1954; now, 





this month. 


Make Up Your Promotional Calendar Now 
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FEBRUARY 


Remove the finer human emotions from life and the 
jeweler will automatically go out of business. For, the 
jeweler is the purveyor of those gifts which are employed 
to bespeak sentiments and emotions which defy verbal ex- 
pression. So, of all the special events which take place in 
February, Valentine’s Day offers the jeweler the greatest 
natural opportunity for sales. 


INEXPENSIVE ITEMS FOR VALENTINE'S 


For years Valetine’s Day was regarded by the jeweler 
as merely a minor gift-giving occasion which was of com- 
mercial value only to the merchants of candy and flowers. 
However, times change and so do markets. The reason 
why the jeweler can now share in this day’s activities is 
that greater numbers of the public now have more money 
to spend than years ago. Today their expenditures for 
Valentine gestures are substantial; five or ten dollars for 
candy and flowers is commonplace. This has brought the 
expenditures into the jewelry store gift class. Jewelers 
have emphasized that a jewelry store gift is a gift which 
will keep on expressing the intended sentiments for years. 
They have told this story in connection with the many 
modestly priced items in their stock (silver, ceramics, 
compacts, lighters, personal leather goods, costume jew- 
elry) and have chalked up important Valentine’s Day 
business. 

Most jewelers capitalize on this sentimental holiday 
with window displays and newspaper advertising. One 
year, Finley’s jewelry store at Compton, Calif.. created an 


MARCH 


SPRING FASHIONS AS A SPRINGBOARD 


An anticipation of pleasant Spring weather is in the air 
during March. Men turn to thoughts of the coming base- 
ball season and the women are in a dither about the new 
Spring fashions. The Paris high-fashion styles appear in 
American publications—and news of the latest fashions in 
jewelry accessories stir the minds (and actions) of 
women. 

Women’s clothing and jewelry go hand-in-hand. Last 
year, for example, a news release from Paris stated, “Jew- 
elry is the most important accessory shown in the Paris 
Spring openings.” Well, in the words of Winifred Parker, 
JC-K’s fashion expert, “Fashion will work for jewelers— 
but only insofar as they work with it. Fashion is putting 
sell into jewelry, but the jeweler still has to sell it!” 

During March all of the women’s magazines are usually 
flowing over with Spring fashion articles. Every jeweler 
can make up a window display using these articles, cut 
out and framed or right in the opened magazines, along 
with jewelry items which are becoming to the new fash- 
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Coming Events Cast Their 
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Ground Hog Day 


2 
SPECIAL 7-13 Boy Scout Week 
EVENTS Lincoln's Birthday 


Valentine's Day 
Washington's Birthday 


> BR 











February birthstone is Amethyst 


interesting pair of windows. One window showed a red 
satin heart with a white center upon which was lettered, 
“For Your King of Hearts.” Red ribbons ran from the 
heart to men’s gold jewelry scattered throughout the win. 
dow. The other companion window displayed a similar 
red heart and the wording, “For Your Queen of Hearts.” 
Diamonds and the February birthstone (amethyst) were 
featured. 


A TIME TO POINT TOWARD BIRTHSTONES 


There is no limit to the variety of merchandise which 
can be offered as appropriate gifts for Valentine’s Day, 
For example, it is well to keep in mind that every day is 
some person’s birthday—and some friend or relative is 
looking for a suitable gift. What could be more appropri- 
ate than a birthstone ring? Every jeweler should each 
month devote some window space to the display of birth- 
stones. Certainly, Valentine’s Day is an appropriate period 
to point up birthstone rings, available as they are in such 


.a wide range of prices, mounted with imitation, synthetic 


or natural stones. 











1-31 American Red Cross Fund Drive 


2 Mardi Gras (Shrove Tuesday) 
SPECIAL 3 ” = on, 

6- ational 4-H Club Week 
EVENTS 17 St. Patrick's Day 

21 First Day of Spring 











March birthstones are Aquamarine and Bloodstone 


ions. Your slogan might even be, “New clothing fashions 
from Paris—new jewelry from Blank’s.” And, of course, 
you would do well to feature new fashion jewelry in news- 
paper ads. 


LENT FOR RELIGIOUS JEWELRY 


On March 3rd the Lent season begins. This season 
offers jewelers an opportunity to promote religious jew- 
elry. Smith Patterson of Boston last year set up an exten- 
sive religious jewelry department for the entire Lent sea- 
son. Appropriate merchandise was featured in window 
displays. 
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Valentine's each year grows in importance to jewelers. 


: PE sae’ 


Meligicerd. byooddh. 


Springtime—in Spring a woman's thoughts turn to fashion. 


Lent Display—religious jewelry for a religious season. 


Easter—an important gift-giving occasion. 
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A NATURAL SILVER MONTH a 
In recent years the jewelry trade has come to associate : = aa Day 

April with silver promotions. Certainly, this is most logi- SPECIAL 7 Passover 

cal since in this month women renew interest in their FVENTS 14 Brand Names Day 

homes. Spring cleaning takes place; friends are invited to >: mele fone 

dinner and all the fineries of home entertaining are dis- : 





played by the gracious hostess. 


April birthstone is Diamond 


BRIDAL REGISTRY SERVICE SELLS 

Also, many brides-to-be are busily gathering new things Area” 
for their new homes. Many may have registered at jew- " f 
elry stores, designating their sterling, china and glass pat- 
tern preferences. You can be sure they have done so with 
those alert merchants who have offered them the facilities 
of their bridal registry services. 


TABLE SETTING CONTEST INVALUABLE 


An excellent method of creating interest in table-top 
fashions, and at the same time directing these prospects 
to your store, is the jeweler-sponsored table setting con- 
test. Large as well as small stores are in a position to make 
profitable use of this promotional device, as proved by 
the JC-K published experiences of all types of jewelers 
which have appeared in past years’ issues. 

















BRAND-NAMES PROMOTE NATURALLY 


April is Brand Names month, a logical time to tigfin 
with promotional activities on table-top fashion wéfres. 
Newspapers, magazines, radio and TV promo this | ee: 
period. In New York City on April 14, the Brangf Name a: Ss. 
retailers of the year will be announced at a tyYmendous 
banquet in the ballroom of the Waldorf. 
It has been proven that promotional tie-ig8 with brand 
name products, in ads and store displaysfbuild prestige 
and directly traceable sales. Therefore, itfvill be smart for 
jewelers to promote their brand name ngferchandise during £4 ee 
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EASTER—THE JEWELER'S FRIEND 


An important gift-giving occgfion is Easter. Man 
elers use this event to feature farious gift items. addi- 
tion. new Easter wardrobes gfll for new accessgfy jewelry. 
Here again your recognitjfn of fashion ga selling aid 
will mean more volumes 
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April is also brand names month. 




















Advance Your Planning to Advance Your Volume 


MAY 














a eel | p24 MOTHER'S DAY—NO. 2 GIFT OCCASION 
a. Mother’s Day is often considered the second biggest 
SPECIAL a "4, general gift-giving day of the year: From-youngsters to 
EVENTS 23 National 4-H Club Sunday srown-ups, everybody is on the lookout for gifts that 
23-29 National Secretaries’ Week " ‘ 
39 Memorial Day mother and grandmother want, need, will find useful and 
saecthdantceaniencinitiinm —— cherish for a long time. What a perfect description of the 
May birthstone is Emerald wide selection of typical jewelry store items! 


Properly handled, Mother’s Day can mean a major gift 
season for the jeweler, a second Christmas, in May. It is 
every retailer’s job to create excitement and atmosphere 
to be sure that everyone remembers Mother’s Day. Pro- 
motion pays because people are looking for suggestions— 
they are, in a word, receptive. 


MOTHERS LOVE FANCY PIECES 

One year, Kocher’s in San Jose Calif., stressed flatware 
“extra-pieces” in its newspaper advertising. One ad was 
headed, “A sterling mother deserves a gift of silver. 
There’s nothing quite like beautiful silver for a gift that 
will go straight to a woman’s heart! So why not thrill her 
this Mother’s Day with one of those special ‘other’ pieces 
in her own silver pattern.” 

And don’t forget those fine stainless steel steak knife 
ets which enable mother to set her table with an exquisite 
uch. 





The bridal season is a jeweler's season. 














ELEQTRIC APPLIANCES—LESS WORK FOR MOTHER 


Maly stores promote modern, useful electric appliances 
to mak&life easier for mother. Customers are offered cof- 
fee makeX& and mixers, sandwich grills and waffle irons, 
toasters an many other time- and-effort-saving electric 
housewares Aits. 


A GIRL'S BEST PRIEND 

A check of Mo&er’s Day newspapers ads by jewelers 
showed a substantia\number featuring diamond wedding 
rings. Last year, a HaQings, Nebr., jeweler ran a series of 
Mis urging long-marri& folks to buy that diamond en- 
gag@ent ring “Mom alWays claimed she didn’t want!” 
And gMaoms-of-yesteryear-\in possession of greater pur- 
chasing pOyer now than the{Xhad on their wedding days 
during the Ygreat depressio\—gallantly rose to the 


occasion. 





DIAMOND EXHIBITS SPQJLIGHT YOUR STORE 


Speaking of diamonds,N{Mlay is ar&excellent month to 
conduct a series of diamond YomotioXs. A diamond ex- 
hibit in your store is a good wa¥&to gaiX free newspaper 
publicity and build prestige. AlsoNgiam&od lectures to 
women’s groups in your communitygreNalways well- 
received by the audiences and are produ of immedi- 
ate and future business for you. 












Windows offer gift suggestions for Mother. 
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3 Jefferson Davis’ Birthday 


| | | 6 International Shut-In's Day 
| SPECIAL 14 Flag Day 
19 Expectant Fathers’ Day 
EVENTS 20 Father's Day 


2\ First Day of Summer 





















































June birthstones are Pearl and Alexandrite 
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Window displays ideas for graduation gifts. 


JUNE 


JEWELERS LOVE JUNE BRIDES 


A lyricist thinks of “moon” when he hears “June,” 
When the jeweler hears “June” he instantly thinks of 
“brides.” Though these two words don't rhyme, they sure 
sound like music to the wide-awake merchant. To him 
wedding bells sound like they’re coming right out of his 
cash register. 

A wedding is more than a joyful occasion identified 
with satin and lace, rice and shaky bridegrooms. It repre. 
sents the establishment of a brand-new household which 
needs everything. A complete sequence of selling trans. 
actions to the young couple visiting the jewelry store 
begins with the engagement ring, through the wedding 
announcements, wedding ring, sterling, plated and stain- 
less flatware, glassware, clocks and decorative accessories, 
right to and including household electrical appliances, 


GRADUATION TIME GRADUATES SALES UP 


June is also graduation time, except in the West where 
it usually falls in May. Today’s graduate, boy or girl, is 
tomorrow’s customer for diamonds and flatware. A popu- 
lar method of attracting students to the jewelry store is 
to send invitations to each senior high school and college 
girl inviting her to visit the store and accept the gift of a 
sterling teaspoon in her chosen pattern. (Some stores have 
offered china. ) 

Gifts of tie-clips and belt-buckles, cuff links and money 
clips have also been employed by jewelers to promote 
friendship with male graduates. A wise move, for these 
are the young men who will shortly be in the market for 
diamond engagement and wedding rings. 


WATCHES ARE FAVORITES OF THE GRADUATE 


Many surveys have shown that the most wanted gradu- 
ation gift, by boys and girls, is a watch. It is every 
jeweler’s job to see that this wish becomes a reality. Pro- 
motions should, therefore, be pointed to parents, inform- 
ing them of this almost universal desire. 


FATHER'S DAY IS A FIELD DAY FOR JEWELERS 


A particularly important special event in June is 
Father’s Day. This is a natural opportunity for every 
jeweler to promote men’s jewelry, watches, watch attach- 
ments, electric shavers, wallets and similar masculine 
items. 

Watch attachments are so generally favored by jewelers 
as Father’s Day gifts that no jeweler should need more 
than a reminder. 

Keep in mind also the fact that manufacturers plan 
special Father’s Day promotions, and magazines provide 
promotional material for stores to tie-in with national 
advertisers using their publication. 





JULY 


' yACATION TIME 








































; 4 Independence Day 
Comes July and nearly everyone in town goes off on | SPECIAL 15 St. Swithin's Day 
vacation. Yes, vacations cost money and people are not EVENTS 25-31 National Farm Safety Week 


25-31 National Inventors Week 





too likely to purchase gifts or general items. But, they will 
purchase items needed for vacation: traveling clocks, 
inexpensive watches to take the place of expensive dress July birthstone is Ruby 
watches, and summer costume jewelry. 

Promotions during July—and even August—should be 
keyed to the vacation theme. If people plan to go to the 
beaches, they can be urged to purchase a sturdy water 
and shock-resistant watch. A portable radio, certainly, is 
a good suggestion for vacation time. And with most 
people spending considerable time outdoors, cameras are 
particularly desirable merchandise. 

One recent summer, a Philadelphia jeweler, Nathaniel 
Ringold, decided to do something about the inevitable 
summer slack period. He successfully experimented with 
“theme windows.” He helped stimulate watches sales with 
a special window display built around a “ship” theme. A 
display unit featured a sailboat floating on the sea and 
manned by a tiny sailor. From the ship masthead hung an 
automatic watch. Featured merchandise included water- 
resistant watches, pens that write under water, portable 
radios, cameras, typewriters and binoculars. 





STAINLESS FLATWARE IS POPULAR 


During the summer, many people prefer to dine out- 
doors. Stainless flatware is an appropriate line to promote 
in the summer, especially keyed to people living in ranch 
type homes of modern design. High-grade stainless is 
appropriate for the casual life identified with such sur- 
roundings. 


SOUVENIR ITEMS FOR VACATIONISTS 


Jewelers in resort or vacation areas are in a position to 
promote inexpensive souvenir items, as well as costume 
jewelry, watch and jewelry repair services. The vacation- 
ist, in a spending mood, can be induced by his wife—and a 
jeweler’s window display—to even purchase a moderately 
priced piece of jewelry. 
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The bride needs everything for her new home. 


July is vacation time—promote vacation items. 
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AUGUST 


If ever there is a period when jewelers are required to 
call upon their ingenuity in order to stimulate business, 
August is that time! For many jewelers, August customers 
are as rare as snowballs. Some retailers shrug their 
shoulders and do nothing. Others are not content with 
their lot; they go out and create business. 


CHRISTMAS IN AUGUST 


One solution is annual “Christmas in August” promo- 
tions. All the Edwards jewelry stores in Illinois have been 
successful with this promotion. According to Henry 
Levine, manager of the Edwards store in Springfield, the 
promotion was originally “Christmas in July,” but 
August and early September are equally as good times. 

The word “Christmas” in this promotion really means 
what it says; gift lay-away is stressed. The lay-away idea 
appeals strongly to instalment buyers of jewelry and 
appliances who realize that their gifts will be largely paid 
for by Christmas time. This is important to credit buyers 
in the moderate income groups. 


AUGUST IS BIGGEST MONTH FOR BABIES 


Statistics indicate that in recent years more babies are 
born in August than in any other month. In 1952, approx- 
imately 352,000 babies were born in August. So, what 








Dramatize Your 


SPECIAL | Friendship Day 
14 YV-J Day 
EVENTS 19 National Aviation Day 
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August birthstones are Peridot and Sardonyx 


could be more natural than August promotions of gifts 
for the newly born? 

Armstrong’s, Waco, Texas, runs a consistent ad _ pro- 
gram to keep baby silver sales aciive. One ad was headed, 
“Cherished silver for the tiny heir!” The copy read, “Next 
best thing to being born with a silver spoon in his mouth 
... the early acquisition of fine silver from Armstrong’s, 
Even baby knows that.” 

And if August is tops in births, it must be tops in birth. 
days. Don’t let your customers forget them during this or 
any other month. 


YEAR'S NO. 2 WEDDING MONTH 


Statistics also show that August follows closely on the 
heels of June as the favorite wedding month. This is no 
doubt due to summer romances. Bridal promotions, as 
used in June, are in order for August, too. And certainly, 
one shouldn’t overlook anniversary promotions for this 
popular wedding month. 








August is the number two wedding month. 


August is a big month for babies. 
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SEPTEMBER 
WATCH INSPECTION BRINGS CUSTOMERS BACK 


An ideal month for all jewelers to promote their watch 
repair departments is September. Most people have re- 
turned from summer vacations, during which time their 
timepieces were subjected to abnormally rugged outdoor 
use and abuse. Jewelers should employ direct mail, news- 
paper and window display advertising to remind cus- 
tomers of the watch inspection services that are available. 

And, of course, with the coming of cooler weather 
people begin to dress more formally. The watch repair 
department is an excellent means of re-establishing valu- 
able customer contacts. For example, when the watch 
repair customer is in your store, you can introduce him 
to your watch attachment stock. A revitalized mechanism 
renews the customer’s interest in the appearance of his 
timepiece. A natural opportunity to sell new dials, crys- 
tals and particularly watch attachments. 


FASHION—AGAIN FRONT AND CENTER 


During September, dame fashion again appears on 
the scene, dominating the women’s magazines and news- 
paper fashion columns with stories involving new Fall 
jewelry fashions which harmonize and complement the 
new costumes. 











FOR JANUARY, 1954 


Services During Times of Public Needs 








| 6 Labor Day 


SPECIAL 16-25 pew ve Time 

17 onstitution Day 

EVENTS 21 ~—s- First Day of Autumn | 

| 28-29 Rosh Hashonah | 
| 


| 





September birthstone is Sapphire 
BACK-TO-SCHOOL ITEMS IMPORTANT 


Not to be overlooked are back-to-school promotions. 
Current figures indicate that school enrolment this Fall 
will hit an all-time high. This means that back-to-school 
promotions should show particularly successful and im- 
portant results. 

Some items such as watches, luggage, pen and pencil 
sets, clocks and wallets are practical necessities for the 
returning students. In addition, excellent gift suggestions 
for doting relatives would include typewriters, portable 
radios, costume jewelry, cuff link and tie sets. 


THE CHRISTMAS SEASON BEGINS 


Lay-aways should be stressed in newspaper and direct 
mail advertising in September. Lay-away cards should be 
placed in windows and throughout the store. And com- 
munity cooperative Christmas efforts must be finalized 
this month at the latest. 

Concurrent with the appearance of cool weather, 
thoughts of the coming Christmas season appear in the 
minds of jewelers during October. This month also marks 
the opening of charitable drives, such as the Red Feather 
Community Chest—an opportunity for some jewelers to 
promote themselves to the other members of their com- 
munities. 
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1-31 sae Feather Month 

7 om Kippur 
SPECIAL 10 National Grandparents Day 
12 Columbus Day 
EVENTS 2 United Nations Day 

27 Navy Day 

31 Hallowe'en 








October birthstones are Opal and Tourmaline 


THE TIMELY WATCH-FASHION-TIME 


October, in recent years, has been observed as watch 
fashion time within the jewelry industry—a period when 
jewelers openly proclaim themselves to be the time- 
merchant of the community. Mass displays of brand name 
watches are colorfully paraded in windows and news- 
paper ads. The traditional prestige of the jeweler-watch- 
maker as a time connoisseur is brought into play. The 
public is informed that the jeweler offers variety in watch 
styles and prices—alJ backed by technical know how and 
fashion authority. 

And if he is alert to opportunity, the jeweler also 
re-establishes in the minds of customers the fact that his 
store is also a source for a wide selection of electric and 
spring wound clocks. 





The jeweler is the community time-merchant. 


Plan your Christmas windows early. 






J The Best Business Defense 
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OCTOBER 


PLAN FOR GIFT-WRAPPING NEEDS 


This is the gift season and, naturally, customers expect 
their gift purchases to be gift-wrapped. So when the 
jeweler hands his customer an exciting, handsomely 
wrapped package, he is doing more than completing a sale 
—he is completing his obligation as the gift merchant of 
the community. It is important that each jeweler take 
stock of his gift-wrapping needs as early as possible, 
Orders on such material, which for many jewelers run to 
substantial amounts, should be placed at the latest the first 
week in October. 


USE SUPPLIERS' CHRISTMAS SELLING AIDS 


And speaking of orders, don’t overlook the many 
Christmas selling aids—displays, mats, folders, and mail 
ing pieces—which manufacturers have prepared for your 
use. And don’t forget that October 12th (Columbus Day) 
is a big shopping day in many sections of the country, 
This is also true for Election Day in November. 

In November retailers are, of course, occupied with 
Christmas promotion plans. This is natural and necessary, 
But there are special events in this month which merit 
special consideration, even though December 25th is 
literally “right around the corner.” 
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Christmas time—the big pay off. 


NOVEMBER 








2 Election Day | 
SPECIAL il Armistice Day : — 

13 National 4-H Achievement Wee 
EVENTS 25 Thanksgiving Day 











November birthstone is Topaz 


THANKSGIVING IS A GIFT OCCASION 


The major event in November, insofar as it affects the 
jeweler, is Thanksgiving Day. Obviously, this is a holiday 
at which time families and relatives gather at the hearth. 
It is truly a home occasion event. Therefore, what could 
be more natural for the jeweler to promote than table- 
wares: quality hollowware pieces, sterling silver flatware, 
china, glass and crystal? 

There has been a tremendous upsurge of interest in 
home furnishings and decorating in recent years. New 
home building continues at a high rate. Gracious living 
plays right into the jeweler’s hands because he can pro- 
vide the setting for dining and entertaining which are so 
important in today’s concept of gracious living. 





‘; Offense—Plan Your Campaign 
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Thanksgiving is November's main special event. 


DECEMBER 





SPECIAL 25 Christmas Day 
EVENTS 31 New Year's Eve 








December birthstones are Turquoise and Zircon 


his is it! 

We hope the planned promotions, preparations and 
prestige-building efforts of the previous ten months will 
pay off big for you at this time so you, too, will enjoy a 


“Happy Christmas.” 


Community Christmas promotions should be 
planned early. 
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ADVERTISING 


(See also “‘Display’’—‘*‘ Merchan- 
dising & Promotion’”—‘‘Win- 
dow Display’’) 

General 

1953 Calendar of 
Events. Jan:88 

Brand Name Promotions with a 
Local Flavor. Jan:100 

Facts and Gimmicks Paired in 
Success of China Department. 
Jan:128 

Schindler’s -— Brand Names 
Jeweler of °52. Apr:108 

Wedding Stationery Advertising. 
Apr :140 

Sterling Promotion Goes Per- 
sonal. Apr:154 

Getting People to Read Your 
Ads. Aug :234 

What You Can Say in Jewelry 
Advertising. Sept:124 

Billboard 

Dignified Billboard Ad Cam- 
paign Promotes China, Glass 
and Silver. Sept:168 


Promotion 





Direct Mail 
Promotions on a_ Person-to- 
Person Basis. Aug:168 
Mail Orders Complement _ In- 
Store Sales. Dec:78 
Newspaper 
‘Three’ on the Aisle. Feb:150 
Help Wanted Advertising. Mar: 
130 
Street Map Shows 
Places. Mar:92 
Position of Newspaper Adver- 
tising, Mar:156 
Post - Christmas 
Mar :157 


Parking 


Advertising. 


The Advertising Budget. Mar: 
161 

Quantity Space Contract. Mar: 
170 


Headline Ideas. Mar:179 
National Ad Tie-Ins. Mar:182 
Coronation Contest Stirred In- 
terest in Gems. Apr:104 
Diamond Educational Ads 
Create Confidence and Sales. 


May :98 
Oops — Careful! A Discarded 
May Be a Discarded Sale. 
May :106 


‘Introducing ...’ A New Store 
Meets Its Public. May:114 
A Camera Promotion That Real- 
ly Clicked. July :92 

Free Gifts Gain Men’s Good- 
Will. Aug: 150 

Annual ‘Christmas in August’ 
Promotion a Success. Aug: 
160 

Promotions on a Person-to-Per- 
son Basis. Aug:168 

The Bride Selects China and 
Sterling. Aug:210 

Confidence Is a Selling Point in 
Advertisements. Aug:216 

Roedel’s Institutional Ad Copy. 
Aug :216 

Jewelers’ Ads Offer Gift Ideas 
for Father’s Day. Aug:248 

Celebrating 55 Years of Service. 
Sept :154 

Handsome Setting for Ad Re- 
prints. Sept:175 

Graphic Explanation of Dia- 
mond Facts. Sept:178 

A Separate Department Gives 
Proper Attention to Clock 
Merchandise. Oct:108 

Balanced Ad Program Builds 
Diamond Volume Without 
Sacrificing Prestige. Oct:126 

‘Happiness Is Our Business.’ 
Oct :137 

Consistent Advertising Program 


Keeps Baby’ Silver Sales 
Growing. Oct:174 
Radio 
On the Air for Three Years. 
Oct :150 


Radio Show Hits the Jackpot! 
Nov :98 
Television 
TV Tops as Education Medium. 
Apr:118 


AIR CONDITIONING 


(See also ‘‘Modernization’’) 
Air Conditioning Pays Its Way. 
Aug: 166 


APPLIANCES 


Appliances and Accessories Fea- 
ture of January Housewares 
Show. Jan:138 

NEMA $5 Million Campaign. 
Mar :96 

Service Makes and Holds Ap- 
pliance Sales. Mar:172 

Appliances Are Gifte-Worthy All 
Year ’Round. July :154 

An Appliance Department’s Prof- 
its and Pitfalls. Aug: 232 

Spark Appliance Sales During 
Christmas Season. Sept :172 


ASSOCIATIONS 


NEMJ&SA Shifts Banquet Site 
from Providence to Boston. 
Jan :166 

Treasure Chest of Jewelry to 
Feature NEMJ&SA Banquet 


Feb :187 
Machine Chain Manufacturers 
Association Elect Berghahn, 


President. Mar:187 

The ‘Inside’ Story of Diamond 
Smuggling Revealed at Meet- 
ing of JSA Board. Mar: 187 

Watch Material Distributors As- 
sociation of America Set Date 
for Annual Meeting. Mar:188 

NEMJ&SA Celebrates Golden 
Anniversary Banquet. Mar: 
188 

JIC Reviews ’52 Activities at 
Annual Membership Meeting. 
Mar :192 

NEMJ&SA and Jewelry Manu- 


facturers Set Dates for Provi- 
dence Market Week. Mar:193 

NJA Directors Meet, Plan Pro- 
gram for ’53, Mar:223 

Vast Educational and Public 
Relations Program Planned by 
Diamond Council for ’53. 
Apr :185 

Chairman of JVC Committees 
Report Marked Increase in 
Activities During ’52. Apr: 


186 

AWA Members Hear Tydings’ 
Talk, Name Officers. Apr :187 

Jewelry Crafts Association Rati- 
fies Union Contract. Apr:189 

AGS Issues Booklet for Mem- 
bers. Apr:192 

Kenosha’s ‘Watchdog’ Guild Re- 
assures the Public. May:120 

18th AGS Conclave Draws Rec- 
ord Attendance. May:179 

NEMJ&SA Establishes Separate 
Divisions to Handle Twoe-a- 
Year Jewelry Showings. June: 


167 

JIC Publicity Focuses Attention 
on Jeweler. June:171 

JIC Plans for ’53 Ring Sales 
Program, June:175 

More Than 160 Firms Reserve 
Exhibit Space at NJA’s Jew- 
elry Fair and Convention. 
June :176 

Secretary of Commerce Slated 
to Address Opening Session 
of ANRJA Convention. June: 


178 

1953 National 
Tuly :82 

Selling-Trade Relations Top 
Subjects as Wholesalers Meet. 
July :165 

More Than 200 Attend Seventh 
Meeting of Watch Material 
Distributors Association of 
America. July :169 

Head of Diamond Manufactur- 
ers & Importers Association 
Sees Good Business Ahead. 
July :171 

Over 260 Firms to Show Varied 
Lines at ANRJA’s 48th An- 
nual Convention. July :174 


Jewelry Fair. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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JSA Fetes Insurance Men at 
Luncheon. July :195 

ANRJA 48th Annual Conven- 
tion, Aug :120 

NJA Convention News High- 
lights. Aug :258 

NEMJ&SA Admits New Mem- 
bers. Aug :263 

New Fall Lines Unveiled at 
ANRJA_ Show; Sinclair 
Weeks Makes Keynote Ad- 
dress. Sept:196 

ANRJA Hits House Report on 
Military Exchanges. Oct:197 

UHAA Members Attend 20th 
Annual Meeting, Re-elect 
Luth President. Oct :199 

JVC to Publish Booklet on 
Trade Laws and Rules. Oct: 


200 

NEMJ&SA Covers Past and 
Future Programs at 50th An- 
nual Meeting in Providence. 
Nov:171 

NEMJ&SA Sets Up Vocation 
Study Plan in Three Jewelry 
Crafts. Dec:155 





BIRTHSTONES 
(See also “Advertising” —- 
‘““Gems’”’—‘“‘Merchandising and 
Promotion’’) 
Birthstone Display Window. 
April :137 
Peridot, Birthstone for August. 
July :96A 


Stone Rings, the Perfect Birth- 
day Gift. July :97 

Sapphire, Birthstone for Septem- 
ber. Aug:144A 

Opal and Tourmaline, Birth- 
stones for October. Sept:112A 

Stimulate Sales with  Birth- 
stones. Sept:113 

Topaz, Birthstone for Novem- 
ber. Oct:112A 

Turquoise and Zircon, Birth- 
stones for December. Nov: 
96A 


BOOK REVIEWS 


Gem Cutting. Feb:112 
Jewelry Making. Mar:128 
Physical Gemology. Apr:138 
The Goldsmiths’ &  Silver- 
smiths’ Handbook. May :137 
The Swiss Watch. June:113 
Diamond Technology. Oct:147 
A History of Jewelry, 1100-1870. 


Oct :195 
Gemstone TIdentification. Dec: 
105 

BRIDES 


‘Packaged Service’ for Brides 
Solves Problem of Big City 
Competition. Mar:144 

Stationery Service—a Profitable 
Complement to Bridal Sales. 
Apr :124 

Tableware Sales Begin with the 
Bride. Apr:166 

How Was the Wedding (Jew- 
elry) Business in °52? May: 
96 

Peacock’s Provides an Example 
of Selling ‘P. O. P.’ Tune:140 

Tablewares for the June Bride. 
Tune :146 

The Bride Selects China and 
Sterling. Aug:210 


BUSINESS CONDITIONS 


Jewelers’ Net Profits Drop in 
"52 Despite Rise in MDollar 
Volume. Mar:185 

The Business Outlook. Sept :91 


BUSINESS MANAGEMENT 


(See also “Sales Trainine’’) 


FOR JANUARY, 1954 


Operation Checkup to Plug 
Profit Leaks. Feb:73 

Perpetual Inventory Records. 
Feb :74 

Six Rules for Controlling Oper- 
ating Costs. Feb :76 

Profits Are Lost in the Stock- 
room, Feb:77 

Mechanical Bookkeeping Speeds 
Selling Records. Feb:78 

Insurance — Adequate Coverage 
Is Essential. Feb :80 

Your Estate After Taxes. Feb: 
82 

How’s Your Tax I.Q.? Feb:84 

Buying or Selling a Store. Feb: 
85 

Need More Working Capital? 
Feb :87 

Prevention Is Your Best Pro- 
tection Against Theft. Feb:88 

Zale Profit Sharing Plan. Mar: 
110 


Your Son and Your Business. 
Apr :116 

Obsolescence—the Jeweler’s Un- 
seen Enemy. July :90 

Low Cost Phone Promotion. 
Aug :245 

What the Banker Wants to 
Know About You. Sept :189 

Adequate Inventory Control Is 
Necessary! Nov:96 

The Balance Sheet Is a Work- 
ing Tool of Management! 
Dec :76 

Sales Tax Chart. Dec:94 


- 


CAMERAS 


Complete Inventory Plus Service 
Produce Photo Profits. May: 
116 


A Camera Promotion That 
Really Clicked. July :92 

How  Trial-and-Error Taught 
Taylor’s the Secret of Camera 
Sales Success. Aug :164 


On 





CHINA, GLASS & GIFTWARES 


(See also ‘‘Merchandising and 
Promotion’’) 

Facts and Gimmicks Paired in 
Success of China Department. 
Jan:128 

‘Heirloom’ Emphasis  Coordi- 
nates Silver, China, Glass in 
Sales to Brides. Jan:132 

Blueprinted Table Setting Con- 
test. Feb:140 

Gift Emphasis, Mass Display 
Make Clock Sales. Feb:146 

Table Setting Contest Marks 
Anniversary, Apr:156 

Tableware Sales Begin with the 
Bride. Apr :166 

‘P. O. P.’ Gives the Jeweler the 
Inside Track. June:129 

Why ‘P.O.P.’ Provides an In- 
side Track for the Retail 
Jeweler. June:130 

How You Can Arouse ‘P.O.P.’ 
in Your Community. June: 

Pride of Possession Is Built on 
Quality in Design. June:134 

Pride of Possession Is Built on 
Quality of Ingredients and 
Craftsmanship. June:134 

Peacock’s Provides an Example 
of Selling ‘P.O.P.’ June:140 

Modern Techniques Plus Graci- 
ous Decor in Bockstruck’s 
New China-Glass Area. June: 


161 

Contest Ballots Help a Jeweler 
Spot Trends in Customer 
Preferences. July :142 

The Bride Selects China and 
Sterling. Aug :210 

Separate Gift Shop Location 
Stars Luggavce. Home Acces- 
sories. Aug :230 

Dicnified Billhoard Ad Cam- 
paign Promotes China, Glass 
and Silver. Sept :168 


A Dinnerware’ Merchandising 
Plan. Sept :184 

An Elegant Setting Is Provided 
for New China and Glass Sec- 
tion, Oct:168 

Sterling Volume Inspires Move 
to Carry China. Oct:172 

Fine China and Glass Comple- 
ment Fine Flatware. Nov:76 

Knowledge Is the Key to Table 
Top Selling. Dec:112 





CLOCKS 


‘Century Clock’ to Mark Pas- 
sage of Next Century. Jan: 


| 

Gift Emphasis, Mass Display 
Make Clock Sales. Feb :146 

Swiss Photo Electric Clock. 
Apr :130 

Clock-Radio Merchandising Pat- 
tern Set by Finlay Strauss. 
Aug :174 

Time Is on the Side of the 
Jeweler. Oct :85 

Time Is on the Side of the 

. . Why? Oct:85 

Time Is on the Side of the 
Jeweler but... How Much? 


Time Is on the Side of the 
- Keep It There! 


Jeweler .. . How Is He Do- 
ing With Clocks? Oct:100 
A Separate Department Gives 
Proper Attention to Clock 

Merchandise. Oct:108 

Clocks Provide the Gift Unlim- 
ited, Nov:72 

Opportunities Unlimited . . . To 
Sell Clocks with Timely Dis- 
plays. Nov:82 

A Clock for Every Room, for 
Every Purpose. Nov:86 


COLORED STONES 


(See ‘Fashions’? — “Gems” — 
**Merchandising and Promo- 
tion” —“‘Rings’*) 


COSTUME JEWELRY 


Hearings on FTC Trade Prac- 
tice Rules to Be Held at 
April 16 Meeting in Provi- 
dence. May:177 

Costume Jewelry Becomes Part 
of the American Way. June: 


68 

A Planned Costume Jewelry 
Program. June:70 

The Market Report on New En- 
gland. June:72 

Costume Jewelry Windows 
Have Price and Fashion Ap- 
peal. June:80 

Costume Jewelry Is Magnet for 
Traffic, June:82 

Fashion Emphasis Sells Cos- 
tume Jewelry. June :84 

Back-to-School Belles Ring Up 
Fall Jewelry Sales. July :104 


Costume Jewelry Completes 
‘Costume Look’ for Fall! 
Aug :146 


Movie Tie-in Promotion Draws 
Interest to Costume Jewelry. 
Aug :249 

Experimental Costume Jewelry 
Section Becomes Permanent 
Feature. Nov:137 


CREDIT 


Wanted—Diplomacy and Tact 
in Handling Credit Collections. 
Mar:158 

Increased Volume Thru _ In- 
stalment Selling. July :68 

The Procress of Jewelry Instal- 
ment Selling. July:70 

What Is a Credit Jeweler? July: 
72 

How to ‘Get Into’ a Commu- 
nity. July :74 

Prestige Is Essential to the 
Credit Jeweler. July :76 

Weighing a Credit Risk. July: 
79 


The Business of Credit Jewelry 
Collections, July :80 

The Credit Mail Order Busi- 
ness, a New Frontier. July: 


84 
Selling the Credit Store—Witk 
Attractive Window Displays. 
July :86 
Storewide Sterling Display 
Builds ‘Club’ Sales. Aug :209 
Credit Builds College Business. 
Sept :152 
Every Jeweler Needs a Work- 
able Credit Record System. 
Nov :92 
NJA Offers Comprehensive 
— on Credit Selling. Dec: 
4 


—D- 


DESIGN 


(See also “‘Fashion’’) 


Delicacy and Grace Revealed in 
Designs by Students. June: 
96 


Pride of Posession Is Built on 
Quality in Design. June:134 

Design: a Key to Jewelry Sales. 
Sept :120 





DIAMONDS 


(See also ‘“‘Display—‘‘Fashion” 
—‘*Merchandising and Promo- 
tions’’—‘“‘Rings’’) 

Leveridge Clarifies Industrial 
Diamond Price and Supply 
Picture. Jan:162 

A Free Education for Diamond 
Customers, Feb.100 

Famous Diamonds of the World. 
Feb :129; Apr:136; May:135; 
June:105; July:120; Sept: 
146; Oct :138; Nov:126; 
Dec :81 

‘Three’ on the Aisle. Feb:150 

Building Public Confidence 
Through Diamonds. May:81 

Diamonds Are Bought on Blind 
Faith. May:83 

There Are Many Keys to Public 
Confidence. May :84 

Golly! There Is a Golconda. 
May :86 

Test Tube Diamonds, Menace 
or Mirage? May:88 

Utilize Your Windows to In- 
still Customer Confidence. 
May :90 

Fashion ‘Know-How’ Sells Dia- 
monds. May :93 

Let Confidence Ring Out in 
Your Diamond Displays! 
May :94 

Diamond Educational Ads Cre- 
ate Confidence and _ Sales. 
May :98 

Magnified Diamonds Show Qual- 
ity Factors. May:100 

Diamonds Fit for a Queen. 
May :138 

Diamond Industry 1952. July: 
98; Aug:142; Sept:108 

‘Space Planning’ for Customer 
Privacy in the Small Store. 
Aug :170 

Ad Stresses Reputation, Experi- 
ence. Aug:250 

Graphic Explanation of Dia- 
mond Facts. Sept:178 

Diamond Donated as Contest 
Prize. Sept:193 

Diamonds Take the Lead in 
Sales Volume. Oct:114 

Balanced Ad Program Builds 
Diamond Volume Without 
Sacrificing Prestige. Oct:126 

There’s No Satisfaction Like 
Selling a Diamond. Nov:68 

Even the Smallest Jeweler Can 
Sell Bigger Diamonds. Dec: 
53 

There’s a Market. Dec :54 

Meet Those People Who Can 


79 










































































































































Buy Bigger Diamonds. Dec: 
57 


Give Your Store the Authority 


to Sell Bigger Diamonds. 
Dec :59 
Diamond Fashion Trends for ’54. 
Dec :62 
DISPLAY 


(See also ‘‘Merchandising and 
Promotion’’—*‘ Modernization”’ 
—‘‘Window Display’’) 

Centemporary . . . All the 
Store’s a Showcase. Jan:72 

Organization Means a Better 
Display. Feb :94 

Glamour within Bounds. Feb: 


Gift Emphasis, Mass Display 
Make Clock Sales. Feb:146 
Glamour Treatment for Small- 
Space Gift Section. Feb:148 
Massed Display Emphasizes 
Ring Variety. Mar:108 
Reversible Panel Puts Spotlight 
on Sterling Flatware. Mar:112 
Unusual Table Settings Inspire 
Local Brides. Apr:158 
Massed Earring Display Per- 
— by New Fixture. June: 
Modern Techniques Plus Graci- 
ous Decor in  Bockstruck’s 
— China-Glass Area. June: 


161 

A Small Store Spreads Its 
Wings and Discovers the 
Power of Display. Aug:156 

Shorthand Showcards Sell Stenos 
on Office Gifts. Aug:172 

Handsome Setting for Ad Re- 
prints. Sept:175 

Invitation Highlights Displays 
Sept :189 


= 


EMPLOYEE RELATIONS 


(See also “Business Manage- 
ment’”’—“Sales Training’’) 


— Sharing Plan. Mar: 
“—. Wanted Advertising, Mar: 


EXTRA LINES 


(See also “Display’’ — “Mer- 
chandising and Promotion’’) 


How to Give a Gift Nook That 
‘Smart Shop’ Air. May :154 
Browsing Encouraged in Giit 

Department. May :156 


_F- 


FAIR TRADE 


Strengthening of Fair Trade 
Seen Likely Under New Con- 
gress. Jan:160 

Supreme Court Action Awaited 
on Pending Fair Trade Cases. 
Apr :183 

Retail Jewelers Form Group to 
Enforce Fair Trade Laws. 
June :179 

Flex-Let Dealers in 45 States 
Sign Fair Trade Agreements. 















































July :172 
McGuire Law’s Non- Signer 
Clause Upheld by U. S. 

















Court. Aug :273 

Supreme Court Action Awaited 
on Latest Fair Trade Wran- 
gle. Oct :206 

McGuire Fair Trade Law Up- 
ny by Supreme Court, Nov: 
























































FASHION 


Fashion Modernizes Jewelry 
with Modern Mountings. Jan: 
94 

Fashion Builds 
Season. Jan:98 

Coronation Inspires New Jew- 
elry. Mar:88 






































Big Jewelry 












































80 


Fashion Puts Sell Into Jewelry. 


Fashion ‘Know-How’ Sells Dia- 
monds. May :93 

JC-K Fashion Editor Broadcasts 
News on ‘Wholesale Jewelers’ 
Market Week. June :66 

Fashion Emphasis Sells  Cos- 
tume Jewelry. June:84 

Back-to-School Belles Rings Up 
Fall Jewelry Sales. July :104 


Costume Jewelry Completes 
‘Costume Look’ for Fall! 
Aug :146 


The Fashion Power of Paris 
Stimulates Jewelry Sales. 
Sept :114 

Time Is on the Side of the 
Jeweler, Fashion Helps Keep 
It There; Oct:94 

Fashion ‘Know-How’ Helps in 
Holiday Selling. Nov:102; 
104 

Diamond Fashion Trends _ for 

"54. Dec :62 


FTC 


FTC Sets Date for Hearing on 
Costume Jewelry Rules. Apr: 
207 


Jewelers Debate Proposed FTC 
Trade Practice Rules at Prov- 
idence Meeting. May :177 

FTC Reverses Ruling on Use of 


LIGHTERS 


Soldiers Go for the Unusual anj 
Expensive in Lighters. June:199 


in Baby Giftwares. Sept:178 

Gift Wrapping—More Than Just 
a Service! Oct:116 

This Jeweler’s Merchandise Is 
Gift Wrapped in Prestige' 
Oct :118 

A Merchandising Plan for Get- 
ting the Business of Mass 
Gift-Givers. Oct:187 

A Jewelry Store Is a Store of 
Many Gifts. Nov:80 

‘Big City’ Approach Doubles 
Gift Sales. Dec:120 


LIGHTING 


(See ‘‘Modernization”’) 


LUGGAGE 


Separate Gift Shop Location 
Stars Luggage. Home Acces. 
sories. Aug :230 


- = 
_M— 


HOROLOGY 


(See also “Technical’’— 


“Watches” ) MERCHANDISING AND 


the Word Free. Oct:206 


i 


GEMS AND GEMOLOGY 


(See also ‘‘Diamonds’’—‘‘Tech- 
nical’’) 

How to Capitalize on the Stone 
of the Month. Jan:90 

A Short Course in Gemology. 
Jan:96; Feb:6; Mar:100; 
July :88 

Coronation Contest Stirred In- 
terest in Gems. Apr:194 

Chatoyancy Among the Gem- 
stones. Apr:106; June :94 

Brililance and Fire as Gemstone 
Properties. Aug:140; Sept: 
112 

Sapphire Exhibit Builds Inter- 
est in Gemstones. Aus*:145 

How Can Gemology Work for 
You? Oct:113; Nov:97 

Hearing on Synthetic Stones 
Scheduled by Tariff Commis- 
sion, Nov:179 

Geology for the Jeweler. Dec:65 


GIFTS 


(See also “‘China, Glass & Gift 
ware’ — “Display” — ‘‘Mer- 
chandising and Promotion”) 

Gift Emphasis, Mass Display 
Make Clock Sales. Feb:146 

Glamour Treatment for Small- 
Space Gift Section. Feb:148 

Modernistic Window Display for 
Modern Accessories. Apr:139 

Traffic-Building Gift Section Be- 
comes Major Volume Depart- 
ment. Apr :164 

How to Give a Gift Nook That 
‘Smart Shop’ Air. May:154 

Consistent Promotion Activities 
Insure Steady Traffic for Gift 
Section. May:158 

Browsing Encouraged in Gift 
Department. May :156 

Harris Strikes a Price-Ranze 
Balance with Emphasis on 
‘Different Gifts. June:92 

Free Gifts Gain Men’s Good- 
Will. Aug :150 


‘You Were at the Conventions.’ 


to See Gifts That Mean Busi- 
ness. Sept:98 

Baby Gifts but No ‘Department.’ 
Sept :148 

‘Mass Display’ Stresses Variety 


; PROMOTION 
Workshop Questions and An- 
swers. Jan:180; Feb :204 ; General 
Mar:212; <Apr:210; May: 1953 Calendar of Promotion 
206; June:200; July:199; Events. Jan :88 
Aug :294; Sept:230; Oct: Suggestion Selling Is a Valuable 


230; Nov:200; Dec:190 | 
Are You Salvaging Traded-in 
Automatic Watches? May :204 


Regulation — Fast or Slow? 
June :198 
Magnetism and the Watch- 


maker. July:196; Aug:290 


olljue 


JEWELRY INDUSTRY 
COUNCIL 


Fashion Director Reports on 
European Style Findings. Jan: 


Martha Percilla, Fashion Direc- 
tor, Shows Design Ideas She 
Brought Back from Europe at 
Fashion Clinic. Feb:178 

Entertains Over 150 Fashion 
Editors at Metropolitan Opera 
House, New York. Feb:179 

JIC Reviews °52 Activities at 
Annual Membership Meeting. 
Mar :192 

Publicity Focuses Attention on 
Jeweler. June:171 —_ 

Plans Are Under Way for °55 
Rinz Sales Program. June: 
175 

Supplies Retailers with Check 
List for Silverware Advertis- 
ing and Promotion. Aug :264 

Names Durward Howes, B. D. 
Howes & Son, Los Angeles, 
to Board of Directors. Sept: 


205 
Distributes Jewelry Fashion 
Photographs and Releases on 
New Fall Jewelry. Oct:205 
Martha Percilla, Fashion Editor, 
Coordinates and Presents 
Fashion Show at Providence 
in Cooperation with NEMJé&- 
SA. Nov:172 
JIC Sets Stage for Membership 
Drive, Lowers Basic Costs for 
Present Members, Dec :154 
Makes National Distribution of 
Publicity Release and Photo-- 
graphs on Jewelry Remodel- 
ing. Dec:161 
JIC Issues Simple Card Carry- 
ing Birthstone and Wedding 
Anniversary Lists. Dec:161 
JIC’s Christmas Idea Book Ot- 
fers Promotional Material for 
Holiday Selling. Dec:164 


—L-— 


LAMPS 


(See “Extra Lines’ — **Mer- 
chandising and Promotion’’) 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Merchandising Asset. Jan:106 

Coordinated Tableware Mer- 
chandising Year Round. Jan: 
110 

Building Goodwill and _ Sales. 
Jan :140 

Bloedel’s Casts Its Pearls Upon 
the Water. Feb:90 

‘Teaser’ Campaign 
New Store. Feb:126 

Records’ Facilitate Follow-up 
Sales. Feb:171 

All Eyes’ Are on the Corona- 
tion. Mar:81 

Street Map Shows 
Places. Mar :92 

April Is Brand Names Month. 
Mar :98 

Movie-Tie-ins Pay Off. Mar:114 


Launches 


Parking 


Free Transportation Attracts 
Shoppers. Mar:125 
Two Approaches to Easter 


Merchandising. Mar:133 

Tourist Market Is _ Profitable. 
Mar :155 

Football Hero Lends Merchan- 
dising Support. Mar:161 

Specialization Elevates Earring 
Sales. Mar:174 

Free Auto Offer Helps Launch 
New Store. Mar:177 

Schindler’s—Brand Names Jew- 
eler of ‘52. April:108 

TV Tops as Education Medium. 
April :118 

Stationery Service—A Profitable 
Complement to Bridal Sales. 
April :124 

Gift Suggestions for Mother’s 
Day. April:131 

Watch Promotion with a New 
Twist. April :132 

Free Newspaper 
April :142 

City Merchandising Methods in 
a Small Town. April:144 

A Friend in Deed—the Whole- 
saler. May :104 

History Pays Off! May:108 

‘Seeds’ of Christmas Sales Are 


Sown in the Summer. May: 
112 


‘Introducing . . .,A New Store 
Meets Its Public. May :114 
JC-K Fashion Editor Broad- 
casts News on ‘Wholesale 
Jewelers Market Week.’ 

June :66 

Is the Wholesaler 
June :86 

How Can the Retailer Use His 
Wholesaler? June :88 

A New Look in a New Loca- 
tion. June:98 

A Phone Call for Father’s Day. 
June :115 

Exhibit of ‘Things- Beautiful’ 
Develops ‘P. O. P.’ June:144 

Obsolescence — The Jeweler’s 
Unseen Enemy. July :90 

Confidence Built This Store for 
‘Oklahoma’s Oldest Jeweler.’ 
July :106 

— Opening Ballyhoo. July: 
12 


Publicity. 


Essential ? 
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Stainless Builds Extra Sales in 
a — Market. 
July :140 

Free Bus Rides for Customers. 
July :144 

New Location, Modern Store 
Add up to New Sales Volume. 
Aug :152 

A Small Store Spreads Its 
Wings and _ Discovers. the 
Power of Display. Aug:156 

Annual ‘Christmas in August’ 
Promotion a Success. Aug :160 

‘Back-to-School’ Window Dis- 
plays Require Imaginative 
Merchandise Arrangements. 
Aug :162 

Promotions on a _ Person-to- 
Person Basis. Aug:168 

‘Space Planning’ for Customer 
Privacy in the Small Store. 
Aug :170 

Shorthand Showcards Sell Stenos 
on Office Gifts. Aug :172 

Invitation to Ring Interest. Aug: 
178 


Building Better Business. Aug: 
212 


Opening Day Promotion Gets 
Store Off the Right Foot. 
Aug :222 

A Planned Program for Mer- 
chandising Portable Type- 
writers. Aug :224 

Fair Pulls Town and Village 
Traffic. Aug :226 

Gear Your Merchandising to 
Get Future Business of Grad- 
uates. Aug :246 

Jewelers’ Ads Offer Gift Ideas 
for Father’s Day. Aug :248 

‘You Were at the Conventions.’ 
Sept :89 

‘You Were at the Conventions,’ 
Viewing Your Fall Selling 
Equipment. Sept :100 

Plan New Window Displays for 
Your New Fall Merchandise! 
Sept :104 

Watchmaker in the Window— 
Wired for Sound! Sept:118 

‘I Met A Jeweler .. .” Sept:122 

Suburban Retailers Join Forces 
to Stage a Community Christ- 
mas Promotion. Sept :128 

12-Point Merchandising Pro- 
gram. Sept :130 

Store’s Site Was Movie En- 
trance. Sept:138 

Syracuse Association in Promo- 
tion. Sept:154 

Children Stop for Action Win- 
dows. Sept:228 

The Graduating Class Elected 
This Retail Jeweler ‘Man of 
the Year.’ Oct:106 

Gift Wrapping—More Than Just 
a Service! Oct:116 

This Jeweler’s Merchandise is 
Gift Wrapped in Prestige! 
Oct:118 

He Keeps Them Trading Down 
at the County Seat. Oct:122 

Traffic-Sharing Combination. . . 
an Experiment That Worked ! 
Oct :130 

‘Happiness Is Our Business!’ 
Oct :137 

Neighborly Service Creates 
Sales. Oct :144 

Greeting Cards—a Consistent 
Traffic Magnet. Nov:90 

Remodeled Store Symbolizes 
Years of Public Confidence. 
Nov :94 

Radio Show Hits the Jackpot! 
Nov :98 

From Pool to Jewels. Nov:100 

Store Reopening Publicized in 
Ad. Nov:136 

Jeweler Promotes Teen-Age 
Watch Club in Newspaper Ad. 
Nov:141 

Jeweler Solves Parking Meter 
Problem. Nov :167 

‘Bucking’ for Business and Pub- 
licity. Dec :66 

New Branch Store Points Up 
"a of Decentralization. Dec: 

The Displayman Behind the 
Scenes. Dec:7 

Antique Jewelry Is My Special- 
ty. Dec:74 

Mail Orders Complement In- 
Store Sales. Dec:78 

"Twas the Week Before Christ- 
mas. Dec:82 

City-Wide Promotions Create 
Sales. Dec:105 

Jeweler’s Good Will in Full 


FOR JANUARY, 1954 


Bloom Ajiter Gifts of Orchids. 
Dec :148 
Appliances 
NEMA § $5-Million Campaign. 
Mar :96 
Appliances Are Gift-Worthy All 
Year ’Round. July :154 
An Appliance Department’s Prof- 
its and Pitfalls. Aug :232 
Spark Appliance Sales During 
Christmas Season. Sept :172 
Brides 
‘Packaged Service’ for Brides 
Solves Problem of Big City 
Competition. Mar :144 
Stationery Service—A Profitable 
Complement to Bridal Sales. 
Apr :124 
Tableware Sales Begin with the 
Bride. Apr :166 
How Was the Wedding (Jew- 
elry) Business in ’°52? May :96 
Peacock’s Provides an Example 
of Selling ‘P,. O. P.’ June 140 
The Bride Selects China and 
Sterling, Aug :210 
Invitation Highlights Displays. 
Sept.189 
Cameras 
Complete Inventory Plus Ser- 
vice Produce Photo Profits 
May :116 
A Camera Promotion That 
Really Clicked. July :92 
How  Trial-and-Error ‘Taught 
Taylor’s the Secret of Camer. 
Sales Success. Aug :164 
China and Glass 
‘Heirloom’ Emphasis  Coordi- 
nates Silver, China, Glass in 
Sales to Brides. Jan: 132 
Table Setting Contest Marks 
Anniversary. April :156 
‘P. O. P.’ Gives the Jeweler the 
Inside Track. June:129 
Why ‘P. O. P.’ Provides an In- 
side Track for the Retail 
Jeweler. June:130 
How You Can Arouse ‘P. O. 
P.’ in Your Community. June: 
132 


Peacock’s Provides an Example 
of Selling ‘P. O. P.’ June:149 

Contest Ballots Help a Jeweler 
Spot Trends in Customer’s 
Preferences. July :142 

The Bride Selects China and 
Sterling, Aug :210 

Dignified Billboard Ad Cam- 
paign Promotes China, Glass 
and Silver. Sept:168 

A Dinnerware Merchandising 
Plan. Sept :184 

An Elegant Setting is Provided 
for New China and Glass Sec- 
tion. Oct :168 

Sterling Volume Inspires Move 
to Carry China. Oct:172 

Krowledve is the Kev to Tahbie 
Top Selling. Dec:112 


Clocks 

Clock-Radio Merchandising Pat- 
tern Set by Finlay Strauss. 
Aug :174 

Time Is on the Side of the 
Jeweler. Oct :85 

Time Is on the Side of the 
Jeweler . . . Why? Oct:86 

Time Is on the Side of the 
Jeweler ... But... How 
Much? Oct: 88 

Time Is on the Side of the 
Jeweler . . . Keep It There! 
Oct :90 

Time Is on the Side of the 
Jeweler, Displays Make the 
Public See Why. Oct :98 

Time Is on the Side of the 
Jeweler .. . How Is He Do- 
ing with Clocks? Oct:100 

A Separate Department Gives 
Proper Attention to Clock 
Merchandise. Oct:108 

Opportunities Unlimited . . 
To Sell Clocks with Timely 
Displays. Nov:82 

Costume Jewelry 

Costume Jewelry. June :67 

Costume Jewelry Becomes Part 
of the American Way. June: 
68 


A Planned Costume Jewelry 
Program, June :70 

The Market Report on New 
England. June:72 

Costume Jewelry Windows Have 
Price and Fashion Appeal. 
June :80 

Costume Jewelry Is Magnet for 
Trafic, June :82 

Fashion Emphasis Sells Cos- 
tume Jewelry. June:84 

Costume Jewelry and _ Fabric 
Swatches Linked in Color 
Harmony Display. June:115 

‘Back-to-School’ Belles Ring Up 
Fall Jewelry Sales. July :104 

Movie Tie-in Promotion Draws 
Interest to Costume Jewelry. 
Aug :249 

Experimental Costume Jewelry 
Section Becomes Permanent 
Feature. Nov :137 


Diamonds 

A Free Education for Diamond 
Customers. Feb:100 

Building Public Confidence 
Through Diamonds. May:81 

Diamonds Are Bought on Blind 
Faith. May:83 

There Are Many Keys to Pub- 
lic Confidence. May :84 

Golly! There Is a Golconda. 
May :86 

Utilize Your Window to Instill! 
Consumer-Confidence. May :90 

Fashion ‘Know-How’ Sells Dia- 
monds. May :93 

Let Confidence Ring Out in 
Your Diamond _ Displays! 
May :94 

Diamond Educational Ads Cre- 
ate Confidence and _ Sales. 
May :98 

Magnified Diamonds Show 
Quality Factors. May:100 

Ad Stresses Reputation, Experi- 
ence. Aug :250 

Diamond Donated as Contest 
Prize. Sept :193 

Diamonds Take the Lead in 
Sales Volume. Oct:114 

Balanced Ad Program Builds 
Diamond Volume Withott 
Sacrificing Prestige. Oct:126 

Even the Smallest Jeweler Can 
Sell Bigger Diamonds. Dec: 
53 

There’s a Market. Dec:54 

Meet Those People Who Can 
Buy Bigger Diamonds. Dec: 


Give Your Store the Authority 
to Sell Bigger Diamonds. 
Dec :59 

Bigger-Diamond Displays Ap- 
peal to Older Women. Dec :69 

Display 

Hearts Are Trumps in This 
Valentine Display. Jan:98 

Brand Name Promotions with a 
Local Flavor. Jan:100 

Hobby Displays Pep Interest in 
Windows. Jan:104 

Valentine’s Day Is Ideal for Ail 
Tewelry Lines. Jan:108 

Brand Name Promotions with a 
Local ‘Brand’ Touch. Mar: 


102 

‘My Pop’s Tops’ Contest Gets 
Attention. Apr:122 

Gems 

How to Capitalize on the Stone 
of the Month. Jan:90 

Crown Jewels Exhibit Draws 
Crowd. Jan:114 

Inherited Integrity Sustained by 
Education. Mar:94 

Coronation Contest Stirred In- 
terest in Gems. Apr:104 

Sapphire Exhibit Builds Interest 
in Gemstones. Aug :145 

How Can Gemology Work for 
You? Oct:113; Nov:97 

Gifts 

How to Give a Gift Nook That 
‘Smart Shop’ Air. May:154 

Browsing Encouraged in Gift 
Department. May:156 

Consistent Promotion Activities 


Insure Steady Traffic tor Gift 
Section. May :158 

Harris Strikes a _ Price-Range 
Balance with Emphasis on 
‘Different’ Gifts. June :92 

Free Gifts Gain Men’s Good- 
Will. Aug :150 

‘You Were at the Conventions,’ 
to See Giits That Mean Busi- 
ness, Sept :98 

Baby Gitts but No ‘Depart- 
ment.’ Sept:148 

‘Mass Display’ Stresses Variety 
in Baby Giftwares. Sept:178 

A Merchandising Plan for Get- 
tine the Business of Mass 
Gift-Givers. Oct :187 

Artistry in Window Display 
Work Dramatically Exhibits 
Giftwares. Dec:116 

‘Big City’ Approach Doubles 
Gift Sales. Dec:120 

Lighters 

Soldiers Go for the Unusual and 

Expensive in Lighters. June: 


Luggage 
Separate Gift Shop Location 
Stars Luggage, Home Acces- 
sories. Aug :230 
Men’s Jewelry 
‘A Man Likes Jewelry, Too. 
May :102 
Windows Tailored for ‘Man Ap- 
peal.’ May:110 
Pride—Practicality and Price. 
June :81 
‘You Were at the Conventions,’ 
Keeping Abreast of the New 
Styles in Men’s Jewelry. Sept: 
96 
Pe?rls 
‘Sneak Preview’ Sells Pearls. 
Aug :251 
Repairs 
Repair Service Is Foundation of 
Customer Confidence, Jan :102 
Factory Workers’ Repair Ser- 
vice. Aug:223 
Dramatizing Watch Repairs. 


Low Cost Phone Promotion. 
Aug :245 

Watch Repairs Move to the 
Fore. Aug:246 

Watch Repair Interest- Builder. 
Aug :249 

Pin-Pointing Watch Repair Pro- 
motion. Aug:250 

News-Letter Promotes Watch 
Repair. Aug:251 

The eer an Expert. 
Aug: 252 

Using the Mails for Watch Re- 
pairs. Oct:159 

Expert Watch Repair Work 
Keeps Time on This Jewei- 
er’s Side. Dec:70 


Rings 

Massed Display Emphasis Ring 
Variety. Mar:108 

Peridot, Birthstone for August 
July :96A 

Stone Rings, the ae Birth. 
day Gift. July :9 

Sapphire, Poe Aon for Sep- 
tember. Aug:144A 

‘You Were at the Conventions,’ 
Seeing the Most Wanted 
Gifts of All—Precious Jewelry. 
Sept :102 

Opal and Tourmaline, Birth- 
stones for October. Sept:112A 

Stimulate Sales with  Birth- 
stones. Sept:113 

Topaz, Birthstone for November. 
Oct:112A 

Silver 

Teen-Market Promotion Doubles 
Silver Sales. Feb:144 

Sterling Sales Via the Telephone. 
Mar :129 

The Boys Will Be Customers, 
Too. Mar:142 

‘Packaged Service’ for Brides 
Solves Problems of Big City 
Competition. Mar :144 

The Sterling Flatware Market. 
Apr :82 


81 








Silver Selling Ideas. Apr :84 

The Plated Flatware Market. 
Apr :86 

Sterling Promotion Goes Per- 
sonal. Apr :154 

This New Style Silver Contest 
Lasts Longer and Costs Less. 
May :152 

Why ‘P. O. P.’ Provides an In- 
side Track for the Retail Jew- 
eler. June:130 

How You Can Arouse ‘P.O.P.’ 
in Your Community. June:32 

Peacock’s Provides an Example 
of Selling ‘P. O. P.’ June:140 

Tablewares for the June Bride. 
June :146 

Contest Ballots Help a Jeweler 
Spot Trends in Customer 
Preferences. July :142 

Storewide Sterling Display 
Builds ‘Club’ Sales. Aug :209 

The Bride Selects China and 
Sterling. Aug :210 

‘Blue-Collar’ Hollowware Pros- 
pects. Aug :212 

Confidence Is a Selling Point in 
Advertisements, Aug:216 

Giant Spoons of Sterling Silver 
Draw Crowd to Jeweler’s Ex- 
hibit. Aug :216 

Hollowware ‘Storeroom’ Im- 
presses. Aug :249 

‘You Were at the Conventions,’ 
Thrilling to the Newest De- 
signs in Table Top Fashions. 
Sept :94 

‘Clinic’ for Damaged Silverware. 
Sept :153 

As Customers Learn Silverware 
Facts, Their Interest and Ap- 
preciation Grows. Sept:162 

Sterling Program for Teen- 
Agers Makes Friends and 
Customers. Sept :166 

Dignified Billboard Ad Cam- 
paign Promotes China, Glass 
and Silver. Sept:168 

Consistent Advertising Program 
Keeps Baby Silver Sales 
Growing. Oct:174 

Gaining a Reputation as a Sil- 
ver Specialist. Nov :148 

A Program for Regaining Lost 
Silver Customers. Nov:150 

Dressing the Store in Christmas 
Splendor. Nov:152 

An Extensive Flatware Inven- 
tory Helps Attract Hollow- 
ware Customers. Dec:122 

‘Show-It-First’ Technique Cre- 
ates a Desire for Extra Pieces. 
Dec :124 


Watches 


Effective ‘Selling Up’ Methods 
Lift Price Brackets on Watch 
Sales. Feb :106 

Watch Inspection Time, Septem- 
ber 10th to 19th. Aug:134 

The Repair Department Pays 
Its Way. Aug:136 

‘Glamourized’ Repair Service 
Builds Up a Reputation. Aug: 
138 

‘You Were at the Conventions,’ 
New and Salable Merchandise. 
Sept :90 

‘You Were at the Conventions,’ 
Looking at the New in Fash- 
ions for the Wrist. Sept :92 

A Swiss Retailer’s Sales Tech- 
nique. Sept:151 

Time Is on the Side of the 
Teweler. Oct :85 

Time Ts on the Side of the 
Teweler .. . Why? Oct:86 

Time Is on the Side of the 
Teweler—But .. . How Much? 
Oct :88 

Time Is on the Side of the 


Jeweler . . . Keep It There! 
Oct :90 

Time Is on the Side of the 
Jeweler . .. And So is Amer- 


ica’s Youth. Oct:92 

Time Is on the Side of the 
Jeweler, Displays Make the 
Public See Why. Oct:98 

He Capitalizes on Role as ‘Offi- 
cial Time Agent’ to Build 
Watch Volume. Oct:102 

Brand Name Emphasis Keeps 
Watch Sales in the Jewelry 
Store. Oct:104 

Waterproof Watches Can Help 
Your Business! Oct:110 

Setting Up a Watch Display. 
Oct :112 


Expert Watch Repair Work 
Keeps Time on This Jewel- 
er’s Side. Dec:70 








MODERNIZATION 


Modernization Moves More Peo- 
ple into Your Store. Jan:69 

Time to Modernize. Jan:70 

Contemporary . . . All the 
Store’s a Showcase. Jan:72 

Continental Design... A Lux- 
vg Setting for Jewelery. Jan: 

Modernization . . . What’s the 
Payoff? Jan:76 

Ideas in Action, Jan:78 

Tailoring the Window to Jew- 
elry Display. Jan :82 

Distinction in a Modern Pack- 
age. Jan:84 

Designed for Selling Versatility. 
Jan :86 

Glamour Within Bounds, Feb: 


Creating Extra Display Win- 
dows. Mar:118 

Public Responds to New Store. 
Mar :131 

‘Stand-Out’ Front Gives Accent 
to Small Store. Mar :160 

Modernization Is a Continuing 
Process. April:112 

A New Look in a New Loca- 
tion. June:98 

Modern Techniques Plus Gra- 
cious Decor in Bockstruck’s 
oo China-Glass Area. June: 
1 

Does It Pay to Modernize? 
July :102 

Confidence Built This Store for 
‘Oklahoma’s Oldest Jeweler.’ 
July :106 

Brother and Sister Team Pool 
Ideas for New Store. July: 
110 

New Location, Modern Store 
Add Up to New Sales Vol- 
ume. Aug:152 

Money-Saving 
Scheme. Aug :248 

Acklin Store Fully Modernized. 
Sept :140 

New Howes Shop in Santa Bar- 
bara. Sept :149 

Remodeled Store Symbolizes 
Years of Public Confidence. 
Nov :94 


_N- 


Remodeling 


NPA 


Asked to Modify Platinum Con- 
trol Order. Jan:160 

Amended M-54 Permits Use of 
Recovered Platinum. Apr:183 


_p— 


PEARLS 


‘Sneak Preview’ Sells Pearls. 
Aug :251 

Good Future of Cultured Pearl 
Industry Seen to Require 
Tight Japanese Control. Nov: 
174 

Goldstone Reports 20% Rise in 
Pearl Prices Due to Typhoon 
Damage. Nov:176 


PLATINUM 


NPA Asked to Modify Plati- 
num Control Order. Jan:160 

Engelhard in Annual Review, 
Cites High Demand for Plati- 
num. Feb:186 

Amended M-54 Permits Use of 
Recovered Platinum. Apr:183 

Relief from Platinum Controls 
Hoped for. May :177 

Platinum Controls Ended. June: 
169 





Vital Uses of Platinum Metals 
Shown in Philadelphia Exhibit. 
Dec :169 


—_R- 
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REPAIRS 


(See also ‘‘Horology”—‘Tech- 
nical’’) 

Repair Service is Foundation of 
Customer Confidence. Jan:102 

Are You Salvaging Traded-in 
Automatic Watches? May :204 

Regulation—Fast or Slow? June: 
198 


Magnetism and the Watch- 
maker, July :196; Aug:290 

Watch Inspection Time, Sep- 
tember 10th to 19th. Aug:134 

The Repair Department Pays 
Its Way. Aug:136 

‘Glamourized’ Repair Service 
Builds Up a_ Reputation. 
Aug:138 

Factory Workers’ Repair Ser- 
vice. Aug :223 

Dramatizing Watch 
Aug :224 

Watch Repairs Move to the 
Fore. Aug :246 

Watch Repair Interest-Builder. 
Aug :249 

Pin-Pointing Watch Repair Pro- 
motion. Aug:250 

News-Letter Promotes Watch 
Repair. Aug:251 

The Repairman’s an Expert. 
Aug :252 

Watchmaker in the Window— 
Wired for Sound! Sept:118 

Using the Mails for Watch Re- 
pairs. Oct:159 





Repairs. 


RINGS 


Massed Display Emphasizes 
Ring Variety. Mar:108 

‘You Were at the Conventions,’ 
Seeing the Most Wanted 
Gifts of All—Precious Jew- 
elry. Sept:102 


- = 


SALES TRAINING 


(See also “Business Manage- 
ment’ ~— “Employee Rela- 
tions’’ ) 

Suggestive Selling Is a Valu- 
able Merchandising Asset. 


Jan :106 
The Problem of Inertia. Mar: 
157 


‘Ten Commandments’ for the 
Watch Attachment Salesman. 
June :116 

Fitting into the Selling Picture 
Quickly. Nov :67 

There’s No Satisfaction Like 
Selling a Diamond. Nov :68 

Time Is the Stuff of Which 
Watch Sales Are Made. Nov: 


70 

Clocks Provide the Gift Unlim- 
ited, Nov:72 

Flatware Can Boost Your Book 
Every Day. Nov:74 

Fine China and Glass Comple- 
ment Fine Flatware. Nov:76 

Brighten Up Your Selling Via 
Colored Stones. Nov:78 


THE JEWELERS’ CIRCULAR-KEYSTONE 





A Jewelry Store Is a Store of 
Many Gifts. Nov:80 


SILVER : 

(See also ‘‘Advertising’’—“ Dis- 
play’? — ‘‘Merchandising and 
Promotion’’ ) 

Coordinated Tableware Mer. 


chandising Year-Round. Jan: 
110 


‘Heirloom’ Emphasis Coordi. 
nates China Glass in Sales to 
Brides. Jan:132 

Blueprinted Table Setting Con. 
test. Feb :140 

Teen Market Promotion Doubles 
Silver Sales. Feb:144 

Records Facilitate Follow-Up 
Sales. Feb:171 

Reversible Panel Puts Spotlight 
on Sterling Flatware, Mar: 
112 

Sterling Sales Via the Telephone. 
Mar :129 

The Boys Will Be Customers, 
Too. Mar :142 

‘Packaged Service’ for Brides 
Solves Problem of Big City 
Competition. Mar :144 

A Review of the Flatware Mar- 
ket. April :81 

The Sterling Flatware Market. 
April :82 

Silver Selling Ideas. April :84 

The Plated Flatware Market. 
April :86 

Active Patterns in Silverplated 
Flatware. April :89 

Lift Flatware Sales Through 
Your Windows. April:100 

Promote Silver for Mother’s 
Day. April:138 

Sterling Promotion Goes Per- 
sonal. April:154 

Table Setting Contest Marks 
Anniversary. April:156 

Tableware Sales Begin with the 
Bride. April :166 

This New Style Silver Contest 
Last Longer and Costs Less. 
May :152 

‘P.O.P.’ Gives the Jeweler the 
Inside Track. June:129 

Why ‘P.O.P.’ Provides an In 
side Track for the Retail Jew- 
eler. Tune:130 

How You Can Arouse ‘P.O.P.’ 
in Your Community. June: 


Pride of Possession Is Built on 
Quality in Design. June:134 

Peacock’s Provides an Example 
of Selling ‘P.O.P.’ June:140 

Contest Ballots Help a Jeweler 
Spot Trend in Customer 
Preferences. July :142 

Storewide Sterling Display 
Builds ‘Club’ Sales. Aug :209 

The Bride Selects China and 
Sterling. Aug:210 

‘Blue-Collar’ Hollowware Pros- 
pects. Aug:212 

Confidence Is Selling Point in 
Advertisements. Aug:216 

Giant Spoons of Sterling Silver 
Draw Crowd to Jeweler’s Ex: 
hibit. Aug :216 

Hollowware ‘Storeroom’ Im- 
presses. Aug :249 

‘You Were at the Conventions,’ 
Thrilling to the Newest De- 
signs in Table Top Fashions. 
Sept :94 

‘Clinic? for Damaged Silver- 
ware. Sept:153 

As Customers Learn Silverware 
Facts, Their Interest and Ap- 
preciation Grow. Sept:162 

Sterling Program for Teen- 
Agers Makes Friends and 
Customers. Sept :166 

He Keeps Them Trading Down 
at the County Seat. Oct:122 

Consistent Advertising Program 
Keeps Baby Silver Sales 
Growing. Oct:174 

Flatware Can Boost Your Book 
Every Day. Nov:74 

Gaining a Reputation as a Sil- 
ver Specialist. Nov:148 

A Program for Regaining Lost 
Silver Customers. Nov:150 

Dressing the Store in Christmas 
Splendor. Nov:152 

An Extensive Flatware Inven- 
tory Helps Attract Hollow- 
ware Customers. Dec :122 














‘Show-It-First’ Technique Cre- 
ates Desire for Extra Pieces. 
Dec :124 
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STAINLESS 
(See also “Advertising’’---‘‘Dis- 
play’’ — ‘‘Merchandising and 


Promotion’’) 

The Stainless Flatware Market. 
Apr :93 

A Case for Stainless. Apr :96 

An Index of Stainless Flatware. 
Apr :97 

Lift Flatware Sales Through 
Your Windows, Apr :100 

Stainless Builds Extra Sales in 
a Regardless-of-Cost Market. 
July :140 


SUBURBAN STORE 


The Suburban Store. Aug:122 

An Analysis of the Types of 
Shopping Centers. Aug:124 

A One City Study of Three Dif- 
ferent Types of Suburban 
Shopping Centers. Aug :126 

Suburban Branch Store In- 
creases a City Jeweler’s Trad- 
ing Area. Aug:128 

Branch Store Gives ‘Downtown’ 
Class to Suburban Area. Aug: 
129 

Jaccard’s Suburban Store 
Thrives on Active Gift-Con- 
scious Market. Aug:130 
City Jeweler Moves to the 
Suburbs. Aug:131 

Suburban Jeweler Becomes a 
Part of the Community. Aug: 
132 


Concentrated Buying Power In- 


spires Move to Suburban Cen- 
ter. Aug:133 


_T— 


TARIFF 


Dates Fixed for Hearings on 
Watchband and Rosary Im- 
ports, Jan:158 

American Watch Manufacturers 
Request Probe of Imports. 
Oct :201 

Linde Asks for Import Ban on 
Synthetic Sapphires and Ru- 
bies. Oct:208 

Boost in Tariff Rejected for 
Watchbands and_ Rosaries. 
Oct :221 


TAXES 


Huge Defense and Rearmament 
Outlays Dim Hopes for Any 
Immediate Tax Cuts. Jan:151 

Plans for Excise Repeal Mapped 
by Tax Committee. Jan:153 

= Estate After Taxes. Feb: 

How’s Your Tax I.Q.? Feb:84 

~~ or Selling a Store. Feb: 


Elimination of Jewelry Excises 
Demanded in Proposed Tax 
Legislation. Feb:175 

New Tax Committee Formed to 
Push Industry’s Drive for 
Excise Tax Repeal. Mar:185 

Disparity on Capitol Hill Ham- 
pers Tax-Cut Bills. April:183 

Organization of Retail Jewelers 
Tax Committee. May:178 

Quickie Tax Cut Opponents 
Gain Strength in Congress. 
June :18 

Tax Committee Readies Data 
for Future Excise Hearing 
Before House Unit. Aug :262 

Action on Excises Unlikely Un- 
til Next Session of Con- 
gress. Aug:263 

Treasury Dept. Considers Na- 
tional Sales Tax as Source for 
New Revenue. Oct:197 

Appliance Manufacturers Plan 
Fight on Excises. Oct:205 
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New Excise Collection Form 
Draws Protests from Retail- 
ers. Oct:209 

Tax Cuts Asked for Salesmen 
Who Set Up. Retirement 
Funds. Oct :221 

Treasury Considers Tax at Man- 
ufacturers’ Level as Source 
for New Revenue. Nov:170 

Jewelers Tax Committee Steps 
Up Activities. Nov:170 

Administration May Act to Halt 
Social Security Tax Rise. 
Dec :158 

Congressional Leaders Ready 
Legislation for Manufactur- 
ers’ Tax, Dec:158 

Tax Bureau Plans Closer Scru- 
tiny on Claimed Expenses. 
Dec :160 





TECHNICAL 


(See also ‘‘Gemology’’—‘Horol- 
ogy’’) 

Workshop Questions and An- 
swers. Jan:180; Feb:204: 
Mar:212; April:210; May: 
206; June:200; July:199; 
Aug:294; Sept:230;: Oct: 
230; Nov:200; Dec:190 

Test Tube Diamonds, Menace 
or Mirage? May:88 

Are You Salvaging Traded-in 
Automatic Watches? May: 
204 

Chatoyancy Among the Gem- 
stones. June :94 


Regulation — Fast or Slow? 
June:198 

A Short Course in Gemology. 
July :88 


Magnetism —and the Watch- 
maker. July:196; Aug:290 
Brilliance and Fire as Gemstone 
Properties. Aug :140;: Sept :112 
Jewelry Making for Tradesmen 
and Craftsmen. Sept:226; 
Oct :226: Nov:196; Dec:186 
How Can Gemology Work for 
You? Oct:113: Nov:97 
Geology for the Jeweler. Dec :65 


TRADE SCHOOLS 


Directory of Trade Schools. 
Dec :149 


_W- 


WATCHBANDS 


‘Ten Commandments’ for the 
Watch Attachment Salesman. 
June :116 

‘You Were at the Conventions’ 
Looking at the New in Fash- 
ions for the Wrist. Sept:92 

Boost in Tariff Rejected for 
Watchbands and_ Rosaries. 
Oct :221 





WATCHES 


(See also ‘‘Fashion”—‘Horoi- 
ogy” — “Merchandising and 
Promotion”’—“Technical’’) 

Workshop Questions and An- 
swers. Jan:180; Feb:204; 
Mar:212; April:210; May: 
206; June:200; July:199; 
Aug:294; Sept:230; Oct: 
230; Nov:200; Dec:190 

Effective ‘Selling Up’ Methods 
Lift Price Brackets on Watch 
Sales. Feb:106 

Watch Promotion with a New 
Twist. April:132 

Regulation — Fast or Slow? 
June :198 


New Swiss Watch  Fashious 
Link Beauty and Utility. 
July :172 

Magnetism — and the Watch- 
maker. July:196; Aug:290 

Watch Inspection Time, Sep- 
tember 10th to 19th. Aug: 
134 

The Repair Department Pays 
Its Way. Aug :136 

‘Glamourized’ Repair Service 
Builds Up a_ Reputation. 
Aug :138 

‘You Were at the Conventions,’ 
New and Salable Merchan- 
dise. Sept :90 

‘You Were at the Conventions,’ 
Looking at the New in Fash- 
ions for the Wrist. Sept:92 

Watchmaker in the Window— 
Wired for Sound! Sept:118 

A Swiss Retailer’s Sales Tech- 
nique. Sept:151 

Time Is on the Side of the 
Jeweler. Oct:85 

Time Is on the Side of the 
Jeweler ... Why? Oct:86 

Time Is on the Side of the 
Jeweler—But . . . How 
Much? Oct:88 

Time Is on the Side of the 
Jeweler . . . Keep It There! 
Oct :90 

Time Is on the Side of the 
Jeweler . . . And So Is Amer- 
ica’s Youth. Oct:92 

Time Is on the Side of the 
Jeweler, Fashion Helps Keep 
It There. Oct:94 

He Capitalizes on Role as ‘Offi- 
cial Time Agent’ to Build 
Watch Volume. Oct:102 

Brand Name Emphasis Keeps 
Watch Sales in the Jewelry 
Store. Oct :104 

The Graduating Class Elected 
This Retailer ‘Man of the 
Year.’ Oct:106 

Waterproof Watches Can Help 
Your Business! Oct:110 

Setting Up a Watch Display. 
Oct :112 

American Watch Manufacturers 
Request Probe of Imports. 
Oct :201 

Time Is the Stuff of Which 
Watch Sales Are Made. Nov: 


Expert Watch Repair Work 
Keeps Time on This Jeweler’s 
Side. Dec:70 

Tariff Commission Postpones 
Hearing on Watch Imports. 
Dec :157 


WINDOW DISPLAY 


(See also “‘Display”—‘‘Merchan- 
dising and Promotion” — 
**Modernization”’) 

Tailoring the Window to Jew- 
elry Display. Jan:82 

Hearts Are Trumps in This 
Valentine Display. Jan:98 

Brand Name Promotions with a 
Local Flavor, Jan:100 

Hobby Displays Pep Interest in 
Windows. Jan:104 

Valentine’s Day Is Ideal for All 
Jewelry Lines. Jan:108 

Coordinated Tableware Mer- 
chandising Year ’Round. Jan: 
110 


Organization Means Better Dis- 
play. Feb:94 

Fashions Around the World. 
Feb :108 

Figurines Help Create Festive 
Window. Feb:155 

Two-Level Arrangement. Feb: 
162 

Display Ideas for the Corona- 
tion in Your Windows. Mar: 


86 

April Is Brand Names Month. 
Mar :98 

Nautical Window for Summer. 
Mar :116 

Creating Extra Display Win- 
dows. Mar:118 

Personal Selling Via the Win- 
dows. Mar:146 

Lift Flatware Sales Through 
Your Windows. April:100 

Schindler’s—Brand Names Jew- 
eler of °52. April:108 

‘My Pop’s Tops’ Contest Gets 
Attention. April :122 


_ Birthstone 


Gift Suggestions for Mother’s 
Day. April :131 

Giits for the Graduate. April: 
134 


Display Window. 
April :137 

Promote Silver for Mother’s 
Day. April:138 

Modernistic Window Display 
for Modern Accessories, April: 
139 

Tableware Sales Begin with the 
Bride. April :166 

Sense of Humor Pays Off. 
April :175 

Utilize Your Window to Instill 
Consumer-Confidence. May :90 

Let Confidence Ring Out in 


Your Diamond Displays! 
May :94 
Magnified Diamonds Show 


Quality Factors. May:100 

‘A Man Likes Jewelery, Too!’ 
May :102 

Windows Tailored for ‘Man Ap- 
peal.’ May:110 

Diamonds Fit for a Queen. 
May :138 

Costume Jewelry Windows 
Have Price and Fashion Ap- 
peal. June:80 

Pride — Practicality and Price. 


Costume Jewelry and _ Fabric 
Swatches Linked in Color 
Harmony Display. June:115 

‘Picture’ Windows Show Less 
but Sell More. June:120 

Tablewares for the June Bride. 
June :146 

Selling the Credit Store—With 
Attractive Window Displays. 
July :86 

Barr’s Puts Life into Father’s 
Day Window. Aug:158 

‘Back-to-School’ Window  Dis- 
plays Require Imaginative 
Merchandise Arrangements. 
Aug :162 

Plan New Window Display for 
Your New Fall Merchandise! 
Sept :104 

Exotic Earrings on Display. 
Sept :155 ; 

Children Stop for Action Win- 
dows. Sept:228 

Time Ts on the Side of the 
Jeweler, Displays Make the 
Public See Why. Oct:98 

Setting Up a Watch Display. 
Oct :112 

Showease Created for Impulse 
Sales. Oct :146 

He Capitalizes Upon Brand 
Name Products. Oct:160 

Opportunities Unlimited .. . To 
Sell Clocks with Timely Dis- 
plays. Nov :82 

Christmas Window Displays 
Stop the Passing Parade. 
Nov:108; 110 

Rines for Christmas Shoppers. 
Nov :123 

A Christmas Display Window. 
Nov :126 

Suggested Gifts for Christmas. 
Nov :130 

Diamonds for Christmas. Nov: 
133 

Tn the Spirit of Christmas. 
Nov :136 

A Modernistic Window Display 
Nov :137 

Sterling Ideas for Gift Shop- 
pers. Nov:138 

Gaining a Reputation as a Sil- 
ver Specialist. Nov:148 

Dressing the Store in Christmas 
Splendor. Nov:152 

Bigger - Diamond Displays Ap- 
peal to the Older Women. 
Dec :60 

The Displayman Behind the 
Scenes. Dec:72 

Series of Window Displays 
Captures the Holiday Spirit. 
Dec :80 

An Imaginative Display of 
Scarab Jewelry. Dec:82 

’Twas the Week Before Christ- 

mas (And Two Weeks Till 
New Year’s Eve). Dec:82 


A Post-Christmas Window. 
Dec :88 

Gold Keynotes Christmas Dis- 
play. Dec :92 


Artistry in Window Display 
Work Dramatically Exhibits 
Giftwares. Dec:116 
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Merchandise Exhibited at the Jewelry Shows 


1. Available in 1/20 12K gold plate or sterling silver, this 
necklace and earring set features Austrian crystals. The man- 
ufacturer is Star Art Jewelry Co., 795 Eddy St., Providence. 


2. This Marcelle Original" has ice blue and crystal stones, 
accented with chalk white, pear-shape stones. The pin retails 
for about $20; earrings about $7. From Marner Jewelry Co. 


3. Made in four sizes, this "Ident-O-Ring" is available with 
rhodium links and plaques and stainless backs; $.98 retail. 
With sterling plaques, $1.50. From J. M. Hall Co., Providence. 


4. The "Mustard Seed Bracelet" has a mustard seed in a small 
container. Gold-plated, the bracelet retails for $1.00. From 
the Dexter Manufacturing Co., 100 Stewart St., Providence. 


5. The “Leading Lady" flexible bracelet is gold plated, with 
enameled colors. The suggested retail price is $7.50, tax not 
included. From the Harwood Jewelry Company, Providence. 


6. The Mara Jewel bracelet is set with simulated aquamarine 
baquettes; earrings to match. Suggested retail for the set 
is $18, tax not included. By Marathon Co., Attieboro, Mass. 


7. Three-dimensional religious jewelry features sculpturing 
on the back and sides as well as the front. These medals are 
made of sterling silver. By Catamore Jewelry Co., Providence. 
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in Providence, November 8 to 20 


8. Unusual, stylized ladies cuff links and matching earring 
sets have been introduced by Anson, Inc., Providence. There 
are 24 new sets available. Sets retail for $5.00 and $6.50. 


9. "Sir Galahad,’ by Speidel, is a Photo-lIdent bracelet for 
men. With sterling front and stainless back it retails for 


$14.95, FTI; 1/20 10K gold-filled front model is $17.95 FTI. 


10. This Photo-ldent comes with a curb chain design expan- 
sion band. It has 1/20 10K gold-filled tops, stainless back. 
Retail: $11.95 FTI. Kestenman Bros. Mfg. Co., Providence. 


11. Available in 1/20 12K gold filled, this engine-turned 
tie bar and cuff link set comes in variety of fraternal em- 
blems. $12.50, retail, plus tax. Irons & Russell Company. 


12. "Petite American" is a miniature index of 14K gold plate 
which retails for $1.00; comes boxed in a small folding carton. 
From the American Manufacturing Co., of Cranston, R. I. 


13. Highly polished and gold plated, #F49 is a combination 
flashlight and key ring. This purse accessory retails at $1. 
From Rawl Enginee:ing & Manufacturing Co., Inc., Providence. 





14. A plated gold wire encircles each petal of this porce- 
lain clover flower pin, which retails at $1, unboxed. From 
Imperial Pearl Co., Inc., 7 Beverly St., Providence, R. I. 


15. Typical of the gay charm bracelets that can be made 
with Fisher charms in sterling or 14K gold is this new brace- 
let from J. M. Fisher Company of Attleboro, Massachusetts. 





16. This new "Folies Bergere" display unit can be dramatic- 
ally used with jewelry by Duane, 861 Broad St., Providence. 








at’s New 


from New England 


Captions read counter-clockwise, starting at the top of the page: 


"Trophy" cuff links in the Squire line present sports subjects on a 
wood background. From Taunton Pearl Works, they retail at $5 a set, 


In 1/20 iOK gold filled front, stainless steel back and leather in- 
sert, Premus "Curv-Fit Expansion" band, No. 3502, is by Watchbands, 


This two piece jewelry set (white or yellow) retails at $15, F.T.I., and 
is packaged as shown. From Tara Co., division of Sperry Mig. Co. 


This lighter is available in engine-turned, tortoise shell, enamel or 
leatherette and retails from $3.95 to $4.95. From United Findings Co. 


Superb Case Mfg. Co. offers a carry-all with a cigarette case money 
clip, lipstick case, and mirror. In gold finish or rhinestone top. 


This heart signet ring retails at $2.40 and the simulated birthstone 
ring is $4.50, both 10K gold, prices F.T.l. From Finberg Mfg. Co. 


This Photo Ident bracelet, 1/20 10K gold filled with stainless steel 
back, retails for $7.50 pits tax. From Briggs, Bates & Bacon Co. 


This rhinestone engagement ring and matched wedding ring, with 
1/20 12K gold filled shanks, retail at $3.98 per set. From Uncas Mfg. 
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Valentine's Day is a special event of importance to jewelers; above is a suggested window display. 


On other pages of this magazine is a well The present time is not 


thought out promotional calendar for jewelers—and since too soon for jewelers to 
it is the season for such things—resolutions are no doubt 

in the making to make good use of opportunities through- lay out an overall plan 

out the coming year. Looking over the events which are . 

listed, such items as Father’s day, Vacation, Thanksgiv- for ’54. A suecessful 

ing and even Easter seem far enough off in the future so 

that immediate concern need not be felt in planning dis- promotion program must 


plays for them. Valentine’s Day and Washington’s birth- 
day, of course, will soon be with us, but even they are 
a few week’s off—plenty of time to get to work on those 
plans when pressing current business is disposed of. 

If these lines echo your thoughts as you read this issue, 
it is a good bet that the good resolutions are soon going 
to go ph-h-h-ht and the well rounded promotional pro- 
gram mentioned will never see the light of day in your 
windows. 

Since advertising space and radio time must be con- 
tracted for ahead of time, there is a certain pressure on 
geiting; these plans well in hand considerably ahead of 
‘time, but there is no such pressure in regard to window 
displays . . . the window can always be whipped into 
shape at the last minute . . . and all too frequently the 
whipping seems to show a bit. Well laid plans may 
“gang aft a-gley” as the poet says, but they are not nearly 
so apt to do so as hastily concocted schemes are! 

This does not mean that it is necessary to start in im- 


be planned as a whole— 


and well in advance. 
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1000 folders to give 


or mail to your customers 
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Order 1000—free! 

Or, order several thousand, 
and get your first thousand 
free. Enclose 75c for 

each additional thousand. 


These handsome new two-color folders promote diamonds as 
vifts for anniversaries, birthdays, and other important occasions. | ok 
They’re offered free ...to help you sell... . as part of the ils . dh 


all-out diamond advertising and promotion effort. 


With broad appeal to men and women in every age group, they 


give important facts about diamonds, invite customers into your store. 


They’re sized for bill enclosure use, and counter distribution, 

and space is provided for you to imprint your name and address. 
Order 1000—/free! Enclose 75c for each additional thousand... . 
Order from Diamond Promotion Department, The 


Reuben H. Donnelley Corp., 305 E. 45th St.. New York 17, N. Y. 


tie in with the all-out promotion— 


lLeep diamond sales coming your way 


De Beers Consolidated Mines. Ltd. 
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mediately planning next Christmas’ windows down to the 
last spray of tinsel, but it is none too soon to lay out an 
overall plan for the year for all your windows and in- 
terior displays. Details can be left for last minute de- 
cisions, but a successful promotional program must be 
planned as a whole and sufficiently in advance to avoid 
emergency situations. There must be some flexibility to 
take care of changes in merchandise supply and customer 
demand, but in the jewelry store such changes are not 
apt to be as precipitous as with some other types of 
merchandise. 

To make the first rough draft of such a plan, I suggest 
the use of a large table—or the floor if no large table is 
available—a full sheet of light colored wrapping paper—a 
yardstick for ruling lines and several well sharpened soft 
pencils or finely pointed black crayons. Rule twelve 
columns horizontally for the twelve months of the year 
and cross these columns with vertical columns one for 
each window you have, one or more for interior displays. 
one for advertising and/or radio tie-ups and one for each 
month’s special promotional events. The use of the large 


This suggested gift display can be used 
in almost any month. A large calendar 
pad is the focal point of display, with 
dated sheets scattered with such nota- 
tions as, ‘Mother's birthday," "Jane's 
anniversary, “Susie's graduation, etc. 
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During February, two of our presidents’ 
birthdays are honored. In this display, 
fine watches set the theme with such copy 
as, "These fine watch brands are also 
honored for integrity and dependability." 





sheet of paper covering the whole year’s program will 
give you an opportunity to visualize a well balanced 
program. 

In the special events column, enumerate briefly oppo- 
site each month all the promotional events from the JC-K 
calendar which you feel apply to your circumstances, add- 
ing any others which occur to you as important to your 
store. No generalized calendar can fit exactly the needs of 
every individual store. It is up to you to tailor the pattern 
to suit the figure of your store. In filling in the “Special 
Events” column include everything that seems remotely 
related to your own merchandising program. Doubtful 
items can be eliminated later, but the more material you 
have in this column, the more inspiration you have to 
work with .. . and you can never tell when your ingenuity 
will suggest a merchandising tie-up. Fill in your advertis- 
ing and/or radio tie-up column as far as your plans per- 
mit—indicating the amount of space or time allocated and 
the merchandising feature with which you want window 
and interior display tie-ups. 

(Please turn to page 104) 
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2 separate Ronson lighter campaigns (24 ads in the next 6 months) 


een 


» advertising reaches a new high I 





| — . ; 
will make your selling job twice as easy. 


A new campaign 
devoted entirely 
to pocket lighters 
week after week in Life, 
Look and Seventeen... 
telling and selling 
millions of readers that 
a Ronson pocket lighter 
is the perfect gift for 
any occasion. In addi- 
tion, special editorial 
columns directed to the 
social pace-setters of 
tomorrow—the teen- 
agers—will also appear 


in Seventeen. 


A dynamic 

new campaign on 
table lighters 
through large space 
ads in Life and the 
New Yorker to pre-sell 
your customers on 
giving Ronson table 
lighters. Also special 
etiquette columns by 
Emily Post in Ladies’ 


Home Journal. 





P lus full color ads on pocket and table lighters in Life, Look and the New Yorker. 
plus TV spots between the most popular programs on the air. 


plus a powerful Ronson Accessories campaign, running week-in, week-out in Life, Look, 


Saturday Evening Post and the Ladies’ Home Journal, and on TV spots! 


Be sure you have a complete stock of Ronson lighters 


to meet the demand these campaigns will create! 


©1954 RONSON ART METAL WORKS, INC. Ronson Art Metal Works, Ine... Newark 2, New Jersey 
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J ewelry is in the Forefront 


of Fashion for 1954 





Ready-to-wear fashion highlights are contributing 


to the importance of important-looking jewelry. 


by WINIFRED PARKER 


Illustrations by Dorothy Burke 





Every day in every way jewelry sales 
should get bigger and better—for Jewelers who put fash- 
ion to work for them during 1954! 

Spring clothes are styled with simplicity, but with 
subtle details of shaping that need jewelry to bring them 
into focus. Narrow, slim-front silhouettes need impressive 
jewelry to give them a look of importance. Spring fabrics 
in new weaves, new dimensional textures and patterns 
need jewelry to bring out their interesting new features. 
Fabric colors, predominantly white and pastel, need 
jewelry with plenty of brightness and sparkle to relieve 
their pale tones. And jewelry continues to be the most 
important medium in continuing the fashion trend for 
elegance. 

With jewelry such a dominant factor in fashion it is 
natural that our newest designs should be created with a 
great air of magnificence. Jewelers should keep this in 
mind when buying new lines during January and Febru- 
ary. Women will not be interested in innocuous and 
unobtrusive looking jewelry, but will be ready customers 
for elaborate, attention-getting pieces. Contributing to 
the need for impressive looking jewelry are the following 
style features in ready-to-wear clothes: 


Low necklines in coats and suits are a new fashion fea- 
(Please turn to page 102) 
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BY S lose damon 





_ Fashions come and fashions go, but nothing Sa 
-ever takes the place of profit. Selling "4 
more diamonds is the-way to make it. 





LOS ANGELES 13, CALIFORNIA «+ 220 West Fifth Street * MUtual 3173 
CHICAGO 2, ILLINOIS « 55 East Washington Street * FRanklin 2-7791 
DALLAS 1, TEXAS +: 1802 Main Street * PRospect 1041 

ANTWERP, BELGIUM - CAPE TOWN, SOUTH AFRICA 












DIAMOND PHOTOGRAPHS COURTESY DE BEERS CONSOLIDATED MINES LTD - 





DESIGN BY FRANK KANE 









Valentine Gift 
Ideas Offered 
In Windows 

















Valentine's Day 
ls February 14th 


















Gift suggestions for Valentine's Day shoppers were colorfully displayed in this 
window of Jacobs Co., Minneapolis. Brooches, earrings, jewel boxes were featured, 


een 
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Subdued lighting gave this array of silver an attractive, glistening 
effect. Created by Long's, Boston, the premature pussy willows pro- 
vided a charming decor for heart displays of silver flatware patterns. 





Emphasis in this display window of Smith Patterson's, 
Boston, was on pearl necklaces. Neckform props were 
used with heart trims to accent the merchandise. 


“Hearts in Harmony" was the theme of this unusual 
Valentine's window by Henry Birks & Sons, Toronto. 
February birthstone, amethyst, was the feature item. 
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Check on Your Social Security! 


This article tells you about your rights and responsibilities under Social 


Security, and digests for you information about the increased tax rate, 


the necessity for accurate reporting and the extent of benefit payments. 


‘The BEGINNING OF 1954 is a good time to 
check your rights and responsibilities under the Old-Age 
and Survivors Insurance program. This suggestion ap- 
plies to wage-earner, employer and particularly to the 
self-employed now covered under the Social Security Act. 

A check-off list will be helpful to bring you up-to-date 
on this program. First, it will help refresh your memory 
of the provisions of the law that concern you and your 
family. Secondly, it will bring to your attention any 
changes in the law that have immediate application. 


QUARTERLY REPORTING OF EMPLOYEES 


There is the required quarterly reporting of your 
employees. That means the inclusion of each individual 
by the exact name and number that appears on their 
Social Security card. Wages so reported are promptly 
credited to each account and insure the maximum pay- 
ment of benefits when due. 

The reporting of your own net earnings from self- 
employment following the end of your taxable year is 
also necessary. The report form, which is part of your 
annual income tax return, should include your Social 
Security number and a clear description of the nature 
of your business. 

The tax for the year ending December 1953 is due on 
or before March 15, 1954. The tax rate is 214 per cent 
on annual net income earned up to $3,600. Note: begin- 
ning January 1, 1954, the tax rate is automatically in- 
creased as provided in the 1950 amendments, to 3 per 
cent on the first $3,600. This increase will reflect in re- 
turns for 1954, which are due by March 15, 1955. This 
tax rate applies to the self-employed. 

The Social Security tax on and for wage-earners: 


Calendar Year Employer Employee 
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The 144 per cent employee deduction and employer 
matching payment will be increased automatically to 2 
per cent as of January 1, 1954. This makes a total return 
of 4 per cent on wages up to $3,600. Returns are filed 
quarterly with the local Director of Internal Revenue 
Service. 


BENEFIT PAYMENTS 


The monthly retirement and survivors benefits pro- 
vided by the 1952 amendments still stand. The following 
benefit tables are self-explanatory: 
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RETIREMENT BENEFITS 
Average 











Monthly Retired Worker, 
Earnings Retired Worker Wife, and One 
After 1950 Retired Worker and Wife Child Under 18 
$50.00 $27.50 $41.30 $45.10* 
100.00 55.00 80.00* 80.00* 
150.00 62.50 93.80 120.10* 
200.00 70.00 105.00 140.00 
250.00 77.50 116.30 155.10 
300.00 85.00 127.50 168.80* 
SURVIVORS’ BENEFITS 
Average 
Monthly Widow, Widower, Maximum 
Earnings Parent or One Widow and Family 
After 1950 Surviving Child One Child Payments 
$50.00 $20.70 $41.40 $45.00 
100.00 41.30 80.00* 80.00 
150.00 46.90 93.80 120.00 
200.00 52.50 105.00 160.00 
250.00 58.20 116.40 168.75 
300.00 63.80 127.60 168.75 





*Reduced to total maximum family benefits permitted by law. 


MILITARY SERVICE CREDIT 

Previous legislation permitted Social Security wage 
credits under the Old-Age and Survivors Insurance pro- 
eram up to December 31, 1953. A newly enacted amend- 
ment to the law extends the period of military service to 
July 1, 1955. Persons in service will get $160.00 a month 
Social Security wage credits for each month of active duty 
until that date. 


ELIGIBILITY FOR RETIREMENT BENEFITS 


You must be 65 years of age, fully insured on the basis 
of past employment and/or self-employment. You must 
be retired or not earn more than $75.00 a month in cov- 
ered work. At age 75 it is immaterial how much you 
earn. Investment income or other assets do not interfere 
with your right to receive benefits. Monthly retirement 
and survivors’ benefits can be accepted for any month in 
which wages or net income from self-employment does 
not exceed $75.00 a month. 

Lump-sum death payments are made to eligible surviv- 
ors in addition to monthly benefits. Claim must be filed 
within two years of date of death. 

If you need more information or wish to file a claim, 
your nearest Social Security field office will be glad to 
help you. Ask for an explanatory free booklet. Check up 
on your wage record by requesting the inquiry Form 
OAR-7004. Visit your local office after age 65 or retire- 


ment to review your status. 
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Amethyst, the birthstone for February, is sup- 
posed to have been worn by St. Valentine. It is 
also appropriate that Cleopatra had a signet ring 
set with an amethyst engraved with the figure of 
Mithras, the Persian deity who symbolized the 
divine idea, the source of light and love. Amethyst 
holds its place as a stone of beauty and power in 
ancient times, And it has been popular with men 
and women from time immemorial. 


A clear and transparent gem, amethysts are gen- 
erally cut in some faceted shape, either brilliant 
or step cut. Being of the quartz family, it is a 
tough and durable gem that is not easily scratched 
and which can stand hard usage in all types of 
jewelry. 


Amethyst is available in natural stones or syn- 


thetic corundum. 


BIRTHSTONE FOR FEBRUARY 


A Display 
of Amethyst 


The February birthstone display is 
appropriately dedicated to St. Valen- 
tine, who is said to have worn an Ame- 
thyst engraved with a cupid. A paper 
sculpture cupid is poised against the 
oval background panel framed with pur- 
ple ribbon. A bunch of violets is placed 
at the base of the panel. Rings are 
arranged on rectangular elevations and 
the copy card tells the St. Valentine 
legend. 
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Advertised by more jewelers than any other stone rings 
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Se ® DIAMOND RINGS I: 
e WEDDING RINGS 

@ FRATERNAL RINGS 

@ STONE SET RINGS 

e LINDE STARS 

e TEEN-AGE RINGS 


All Complete with Selling Ideas! 





JEWELRY MANUFACTURERS SINCE 1894 


DAVIDSON & SONS JEWELRY CO., INC. 


20 WEST 47th ST., NEW YORK 36, N. Y. 
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Geology for the Jeweler 


How the gem minerals are formed, where they are found and why they are so 





rare —this is important information the alert jeweler should have at his 





finger tips. It will help him explain to his customers why gems cost so much. 





























‘oe jeweler, like the average person, has no 
consciousness of the operation of the laws of nature that 
control his life, because he was brought up obeying and 
accepting them without a second thought. When a glass is 
set down off the edge of a shelf, it falls to the floor. Grav- 
ity is given as the explanation, but the word “gravity” 
explains nothing. 

Crystallized layers of 


the crust—granite, gab- 
bro and basalt 
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"ae rigid by the 
, weight of over- 
Theoretical section through the earth which lying layers 


shows how granite forms a thin discontin- 
vous crystal layer, just beneath the mant- 
ling surface rocks 


Discontinuous segments 

of granitic rock are the 

bases of the continents, 

rising high above the 

heavier rocks of the sea 
floor 


FIG. |—The earth is made up of a series of con- 
centric shells of successively heavier materials. 


The same thoughtless, unconscious ignorance is re- 
flected in our attitude toward the rocks and minerals that 
lie all about us. Man owes his existence to them, and to 
the peculiar behavior of water (expanding on freezing, 
unlike stony substances which always shrink), but he 
never gives his environment a second thought. Minerals 
form in many differents ways, and the jeweler’s special 
minerals occur in a dozen different types of deposits. 
When a drop of sea water drys, it leaves behind a grain 
of salt. That salt is a mineral. When the geysers play in 
Yellowstone Park they pile up white mounds around their 
throats. These are mineral deposits, common opal in fact. 
When cold water drips down the walls of a cave it leaves 
stone icicles (stalactites) and layers of banded stone. 
These are mineral deposits, onyx marble, in fact. There 
are hundreds of ways for minerals to form, and the jew- 
eler deals in stones that have formed in many of them. 
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Part Il 


by DR. FREDERICK H. POUGH 


or them to have the quality of rarity, naturally they will 
have exceptional element about them, or be one the rarer 
types of conditions. 

Some minerals crystallize directly from solutions of 
molten rock; for them to have the size and clarity which 
makes them gems they must have formed without much 
interference, and be, therefore, among the early ones to 
form from a cooling magma. They include diamonds, 
sapphires, spinels and peridots. That does not mean that 
this is the only way that these minerals can form; some 
minerals can form in more than one type of environment. 

Some minerals form only under weathering conditions, 
growing at the expense of, and with the destruction of, the 
primary species. These can form and will be found only 
near the surface, such a deposit could not extend indefi- 
nitely into the crust. Gem minerals of secondary forma- 
tion include turquoise, carnelian, and agate. To under- 
stand how the processes work, and to appreciate how 
really uncommon are the conditions that result in the for- 
mation, the survival, and, finally, the discovery of the 
rough gemstones, it is necessary to know a little more 
about the processes with which the geologist, particularly 
the mining geologist, is concerned. 





FIG. 2—St. Cloud granite-gneiss is a rock that was par- 
tially remelted to form granite and pegmatite and partially 
squeezed into a plastic condition to form banded-gneiss. 


What do we know about the inside of the earth? Prac- 
tically nothing first hand, because we can’t go down and 
look at it. Nevertheless, we know a lot about it, by deduc- 
tion from things we can see and record. Our chief sources 
of information come from surface observations, from as- 

(Please turn to page 113) 






97 





















“ 


for ALL GIFT OCCASIONS 

































Available to retailers is the above year-round streamer. 





Plan for More Appliance Sales in ’54 


In 1954 the Electric Housewares Industry will continue to emphasize the 


gift angle in the merchandising of electric appliances. A dealer kit con- 


sisting of a decal and streamers will be distributed in the near future. 


‘Tue 1954 Electric Housewares Gift Cam- 


paign will continue to emphasize the theme, “First Gift 
Choice—Electric Housewares.” According to G. W. Orr, 
Sales Manager, Electric Housewares Division, John Oster 
Mfg. Co., and Chairman of the Electric Housewares Sec- 
tion of the National Electrical Manufacturers Association, 
“Last year 50,000 dealers identified their stores as gift 
headquarters for electric housewares. By means of indus- 
try streamers, decalcomanias and sales planners, they 
converted lookers into buyers and stoppers into shoppers.” 

During °53, the NEMA endeavored to pre-sell the 
American consumer on the appropriateness of electric 
housewares as gifts through a continuous advertising 
program which included newspapers, magazines, radio 
and television. The purpose of the continuing, year-round 
promotional program was basically to create greater con- 
sumer acceptance and more widespread purchase of elec- 
tric housewares as gifts. 

The 1954 program places special emphasis on promo- 
tional opportunities afforded by weddings and showers 
(1,800,000 brides a year); anniversaries (35,000,000 
yearly) ; Mother’s Day (19,000,000 mothers); Father’s 




















Day (19,000,000 fathers) ; birthdays (110,000,000 yearly 
of 14 years and older) ; graduations; back-to-school; and, 
of course, Christmas. 

The Electric Housewares Section suggests the following 
ten-step program for getting the maximum results: 

(1) DECALCOMANIA. Place the decalcomania em- 
blem of the gift campaign on the store window to identify 
your store as a gift headquarters for electric housewares. 
This symbol is a means of tying-in your store with the 
nationwide advertising program of manufacturers. 

(2) STREAMERS. The streamers of the 54 program 
are colorful and retail-tested for extra selling impact. 
They will help put across your selling story when prop- 
erly displayed. 

(3) DISPLAYS. Electric Housewares are exposure 
items—they must be displayed in order to sell. They can 
be arranged in related groups, by price groupings or for 
particular occasions. 

(4) SIGNS. Signs are “silent salesmen” which supple- 
ment the regular sales staff; they work the clock around. 
Signs to be most effective should include the name and 

(Please turn to page 106) 


Appropriate for Mother's Day and wedding, showers and anniver- 
sary promotions are these two streamers, shown at left and below. 
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... for those who desire the finest. 
Each piece a masterpiece of the jeweler’s art. 
Available on consignment for your 
special requirements. 


Please specify price range desired. 


Raymond Abrahams 


551 Fifth Avenue, New York, 17, N. Y. 


Phones: VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-13. 
FOR JANUARY, 1954 














The Operating Statement 


Apart from providing a financial history of a firm over a definite period 


of time, the Operating Statement also reveals a good many factors of 


vital importance to the jeweler who knows how to look behind the figures. 





Warr: the Balance Sheet is a statement at 
a fixed point in time, the Operaiing Statement offers a 
financial history of the business over a definite period of 
time. It reflects what has taken place from the first of the 
business year up to date, with detail covering the last 
month’s operation. When used as a tool of management, 
however, the Operating Statement reveals a good many 
other factors of vital importance to the jeweler who knows 
how to look behind the figures. 

The information given in the Operating Statement is 
usually assembled into two columns of figures: (1) the 
actual dollar figures for sales, expenses, and gross net 
profit; and (2) the equivalent of those figures on a per- 
centage basis, the total sales figure being presented as the 
basis for comparison at 100 per cent. Such percentage 
figures are necessary, and should be included in an Oper- 
ating Statement for comparative information. 

The Cost of Sales classification represents the actual 
cost of goods and services sold. It is arrived at by the 
simple formula of adding cost of purchases to beginning 
inventory and subtracting ending inventory. If there has 
been a $2,000 decrease in inventory in the course of a 
year’s operation, this is therefore added to the cost of 
sales, preventing overstatement of the profit. The differ- 


100 
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by GLEN W. REMINGTON 


Research Director, 
Accounting Corporation of America 
San Diego, Calif. 


ence between the cost of sales and the sales amount rep- 
resents the gross profit. 

From the gross profit figure are taken the indirect costs. 
or operating expenses of the businesses. Some of these 
costs are controllable and others, such as rent, are fixed 
expenses. The sum of the operating expenses deducted 
from the gross profit shows the net profit. The net profit 
figure less owner’s salary must represent a reasonable re- 
turn on the investment and must provide the necessary 
reserve for development of the business. 

Besides these basic functions, what purpose does the 
Operating Statement serve as a working tool of manage- 
ment? 

One of its most important functions is to serve as a 
check on the efficiency of the jeweler’s operation, through 
comparative analysis over a 2, 3, or 4 year period. The 
jeweler may find, for example, that current sales are run- 
ning only 80 per cent of the volume which he attained 
three years ago, while labor costs are still the same dollar 

(Please turn to page 109) 
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Jewelry is in the Forefront 
(From page 92) 


ture, and are usually cut well below the base of the neck- 
line. Some of these low necklines have flat collars, some 
have not, but almost all of them stand away from the 
throat, like picture frames waiting to be filled-in with 
beautiful necklaces. However, the scarf people, blouse 
people and furriers will all be promoting their merchan- 
dise as perfect low neckline fill-ins. It is up to the jeweler 
to sell the fashion idea of the necklace fill-in! Jewelers 
can also use this fashion for selling pins to decorate the 
flat collars; pins to decorate scarfs when scarfs are chosen 
for fill-ins; and matching pin and earring sets to be worn 
when bare throat effects are wanted. 

Shorter sleeves on coats and suits—elbow and above 
elbow lengths are another fashion feature in ready-to- 
wear clothes that should mean more sales for jewelers in 
both bracelets and pins! Most of the new sleeves are also 
wide, and the widest point makes a very pretty place to 
place a pin. Massed bracelets, worn on bare forearms, 
continue as a leading jewelry fashion, but jewelers need 
to stimulate this trend by constant promotion. The glove 
people are promoting gauntlet gloves for bare forearm 
cover-ups—they would love to take over! 

Reminder: be sure to include decorative bracelet type 
watches and lapel watches in every fashion story selling 
bracelets and pins. 

Earrings will continue as a top selling fashion item and 
they are growing increasingly elaborate. Contributing 


both to their elaborate styling and fashion importance are 
short hair-do’s; small hats which perch forward on fore. 
heads or cling to the back of heads; slim short skirts and 
the narrowed silhouette; low necklines in coats, suits and 
dresses. (Use all of these fashion points when promoting 
earrings. Women love to hear style trends repeated over 
and over again! ) 


‘COSTUME’ DRESS NEEDS JEWELRY 


Important dresses for daytime are making important 
news, especially for jewelers, since more dress-up means 
more jewelry will be worn. Practical minded dress de- 
signers, determined to recover some of the money they 
have been losing because of the popularity of “sepa. 
rates” and suits, have siezed upon the narrow skirt sil- 
houette and have come up with a success formula in the 
“Costume” dress. Each costume dress is complete with its 
own jacket and often doubles for a suit in the daytime— 
unjacketed it goes out in the late afternoon or evening. 
(As you may recall from reading the August 1952 issue 
of JC-K, page 146, the “Costume look”’ has been steadily 
crowing in importance for some time, and now it grows 
more so.) The complete costume look means that many 
jewelry changes will be needed to carry out a variety of 
smart fashion effects, and each jewelry change means an 
extra jewelry sale! 

The important dresses mostly have low necklines, 
bateau necklines, and deep decolletages which again 
ensure the need for impressive necklaces and earrings. 
High neckline closings. when they are featured, are most 
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popular with pristine white collars in little girl, “Peter 
Pan” type or large shoulder embracing collars. Jewelers 
should tell their customers that collars call for pin decora- 
tions, and not let the makers of ribbons and artificial 
flowers take away their customer’s pin money! Let’s claim 
our share of the fashion market! 





Plan a Display Campaign 
(From page 90) 


The window columns should be subdivided according 
to the number of changes customarily made each month 
in each window. It will hardly be possible to fill in all of 
these spaces with definite information immediately, but 
with such a layout before you, you can make sure that all 
the important occasions are covered—that each depart- 
ment in the store gets a fair representation over the year 
and your display budget can be more equitably allocated. 
Unless the year’s program is planned as a unit, there is 
too apt to be a lack of balance—certain occasions will be 
given undue emphasis while others are quite apt to be 
overlooked entirely until too late to do anything about 
them. Certain types of merchandise are apt to be more 
favored in displays than others because they are conve- 
niently at hand when time is short. The budgeted dollars 
for display are easily over-spent in the first months of the 
year unless special thought is taken toward saving for the 
important promotions at the end of the year. 

The box for each window should include a notation of 
the promotional theme for that date and the type of mer- 


chandise to be featured. Once the overall program jg 
sketched, details of individual displays can be worked out 
in proper advance time so that last minute rushes are kept 
to a minimum with new materials ordered in ample time 
and merchandise readily available. The columns for inte. 
rior displays should include special spot displays which 
tie-in with window displays, table settings and any other 
displays not included in stock show case displays. 

The accompanying sketches illustrate three displays 
which might be listed for February showing in your win. 
dows. Jewelry gift merchandise is featured for St. Valen- 
tine’s Day using fabric covered hearts and a pale blue and 
bright red color scheme. The background panel is divided 
diagonally with half covered in blue and half in red— 
either in paper or fabric. 

Two large hearts, edged in lace, are fastened against the 
panels in reverse color scheme—red on blue and blue on 
red. A narrow copy ribbon reads “Valentine Gifts” with 
smaller cards tacked one to each background heart—“For 
Him” and “For Her.” The two-step floor arrangement is 
covered in paper or fabric to match the background with 
smaller cut-out hearts used as display pads. The men’s 
cifts may be shown against one background, the ladies 
against the other. Jewelry pieces in gift boxes are also 
arranged on the window floor. Small nosegay bouquets 
may be scattered on the background. This is a simple dis- 
play to execute and depends for its effect on dramatic 
color contrast and on a thoughtful selection of gift items. 

The only two of our president’s birthdays that are hon- 
ored in practically all states both fall in February; so that 
it seems appropriate to combine our tribute in one win- 
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AMETHYST 


noble color, lovely stone.. 









Your customers may not know it, but in heraldry 








amethyst is the color distinguishing a nobles 
_ coat of arms from that of lesser men. They do know, 
however, that the lovely purple amethyst 

is as exciting a stone as ever graced a ring 
—and they recognize it as the 


birthstone for February. They'll love these 





two rings by Church and Company, 


beautiful in form, truly noble in color. 







#2888W 
#2925 #2888W 
14K white gold amethyst and diamond ring 
#2925 


14K yellow and white gold amethyst and diamond ring 


Also available in various other stones. 

















So) Manufacturing Jewelers 
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2 Garden Street, Newark 5, New Jersey 
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UNITED STATES AND CANADA Member American Gem Society 
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“ARE YOU LOSING DIAMOND 
SALES TO YOUR COMPETITORS?” 


A 

1D Jeweler’s 
. d V ON. , ee ” 
lamonds are a Girl's Best Friend”... 


especially when you order yours from 


William Levine because the first memo order 


proves he has the diamonds you want 


at prices that will challenge competition. 














4 Write for 
WILLIAM LEVINE’s FREI 
folder On Specials tor 


the month 
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WAKMANN WATCH WAYS 


“Laughter is good for your health" 





NOTHING BUT 
THE TRUTH 


by Ickho Wakmann 





Three gentlemen, of high social posi- 
tion, were once playing hazarde. Now, 
hazarde is not a mere pastime. It is a 
gambler's game, for high stakes. And 
what happens in such circumstances? 
Yes--into the players" room broke the 


police! 


In a matter of minutes, the 3$ 
gentlemen stood in court. The judge 
Summoned the first man to the bar. 
"Were you gambling?" asked the judge. 
"No," answered the man. "Do you swear?" 
asked the judge. The man reflected: 
if he swore, he could be free; if he 
didn't, he would go to jail. Up went 
his right hand, and out range the 
answer, "Yes, I swear!" 


The judge summoned the second man. 
"Were you gambling?" he asked. "No," 
Said the man. "Do you Swear?" demanded 
the judge. "I swear," answered the man. 
The judge summoned the third player, 
and asked, "Were you gambling?" "Lis- 
ten," answered the man, "If those two 
didn't gamble, with whom did I gamble?" 


My friends, in selling Wakmann 
watches, YOU do not gamble! All over 
the country, jewelers can tell you of 
their success--year after year--with 
this outstanding line. Now, in the new 
year of 1954, come more Wakmann 
leaders! New Wakmann automatics, of 
fascinating appearance. New Wakmann 
chronographs, of excellent construc- 
tion. And, a complete new line of fancy 
Incabloc waterproofs for ladies and 
gentlemen, retailing as low as $29.75, 
federal tax included. 


As you read these words, Wakmann 
salesmen are showing these new watches 
to jewelers. Soon, the Wakmann sales- 
man will be calling on you. But: you 
do not have to wait! It is to your dis- 
tinct advantage to obtain information 
regarding these new models instantly. 
Write to me, personally. What you will 
learn, by return mail, will give you a 
brand new idea of the profits you can 
make ! 
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dow. Fine watches set the merchandise theme with such 
copy as “These fine watch names are also honored for 
integrity and dependability.” Watches are grouped in 
pyramid formation according to manufacturer with the 
names lettered on small cards with each grouping. Sil. 
houette portraits of the two presidents are framed jn 
fabric covered mats hinged so as to be self standing. Red, 
white and blue ribbon or fabric drapery is arranged 
against the background with a cut-out or sculptured na- 
tional eagle. The window color scheme should be red, 
white and blue. 

The gift display illustrated in the third sketch would be 
appropriate in almost any month and is a type of display 
which can profitably be shown quite frequently in the 
jeweler’s window to point up other jewelry gift giving 
occasions than Christmas and Easter. A large calendar 
pad is the focal point of the display with dated sheets scat- 
tered from the pad with such notations as “Mother’s birth- 
day”; “Susie’s confirmation”; “Joe and Alice’s anniver- 
sary. Gift copy is lettered on a scroll against the back- 
ground and merchandise is arranged on gift-wrapped 
packages on the window floor. This is a very inexpensive 
display to install, but it will put across the important 
jewelry-gift idea. Almost any color scheme is appropriate 
—just be sure there is a color scheme to which the gift 
wrappings, flowers and background colors conform! 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Valentine Display 


Fabric covered hearts Make in the store 

Background and _ floor 
panels 

Nosegays 

Copy scroll and cards 


Make in the store 
Department store 
Show card writer 


President’s Birthday 


Display 
President’s silhouette Make in the store or have show 
portraits card writer do them using li- 


brary pictures as models 
Fabric covered frames Make in store 


Drapery—wide ribbons 


or fabric Department store 
Federal eagle cut-out or 

model Display supply house 
Copy cards Show card writer 


Gift Display 

Calendar pad Stationery store or make your 
own 

Show card writer 

Show card writer 


Make in store 


Calendar pad sheets 
Copy scroll 
Gift wrapped packages 





Plan for More Appliance Sales 
(From page 98) 


price of the item, and a reproduction of the gift campaign 
emblem logo or decalcomania. 

(5) NEWSPAPER ADVERTISING. A reproduction 
of the campaign emblem decal should be included in all 
newspaper ads. Also, it is a good idea to mention special 
service features such as gift wrapping and gift certificates. 

(6) RADIO ADVERTISING. The campaign theme, 
“First Gift Choice—Electric Housewares,” should be in- 
corporated into radio spots and messages along with 
mention of special services, such as those mentioned in 
item 5 above. 
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START THE YEAR WITH A PROVEN = 
& * C3 

Imperial Pearl Promotion < 











Jewelers, big, small and in between are finding Im- 
perial Pearl promotions a sure way to stimulate 


business, develop valuable new customers and add 


this New Year an Imperial year with a record break- 
ing start. So be sure your early plans include the 


sensational Imperial Pearl promotion. 


prestige to their stores. Yes, and you too can make ‘® 


AIPA BOLOL 





Imperial Pearl Syndicate 


World’s Largest Importers of World's Finest Cultured Pearls 


New York Chicago Detroit Los Angeles 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan Theatre Bldg. 607 So. Hill St. 
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(7) DIRECT MAIL. Maximum continuity and fusion 
among direct mail pieces can be attained by using the 
campaign emblem as a continuing device which will 
identify the store as gift headquarters. 

(8) GIFT WRAPPING. The average electric house- 
wares item can be gift wrapped for about 15 to 25 cents. 
Dealers who make a point of gift wrapping find that it 
does pay dividends. 

(9) GIFT CERTIFICATES. On-the-fence sales can be 
saved through the offer of a gift certificate. It assures 
double traffic for the store. Special and stock gift certifi- 
cates are available from stationery supply houses. 

(10) CHECK STOCK. Be certain your stock is varied 
and sufficient to back up your promotion. 

A Spring, 1954, dealer kit consisting of the three color 
decalcomania and three streamers will be distributed 
through local electrical leagues and area electric house- 
wares committees. One streamer will be an all purpose 
one suitable for use at any time; another will be for 
Mother’s Day and the third streamer is suitable for wed- 
dings, showers, and anniversaries. 





Gifts for Wedding Anniversaries 


Wedding anniversaries are, for the jeweler, gift-giving 
occasions. Since they are sentimental events, jewelry mer- 
chandise most aptly expresses the sentiments of the giver. 
The Jewelry Industry Council, 608 Fifth Ave., New York, 
has prepared a list—available in booklet and card form— 
of appropriate wedding anniversary gifts. JC-K publishes 








this list as a reminder to jewelers planning wedding anni. 
versary promotions in 1954. 


lst Anniversary. . . Clocks 
2nd a ...China 


3rd * ..Crystal and Glass 
4th 7 . Electric Appliances 
oth ... Silverware 
6th : ... Wood 
7th “ . Desk Sets, Pen and Pencils 
Sth “i .. Linens and Laces 
Oth " . Leather 
10th ms ...Diamond Jewelry 
llth 7 ...Fashion Jewelry and Accessories 
12th 7 . Pearls or Colored Stones 
13th - .. Textiles and Furs 
14th * ..Gold Jewelry 
15th - . Watches 
16th a . Silver Hollowware 
17th ° . Furniture 
18th ” . Porcelain 
19th “ . Bronze 
20th 7 . Platinum 
25th * . Sterling Silver Jubilee 
30th ... Diamond 
35th 7 ...Jade 
40th 7 ... Ruby 
45th 7 . . Sapphire 
50th ” ..Golden Jubilee 
55th " ... Emerald 
60th - ..-DViamond Jubilee 




















When open shows 24 Masonic emblems engraved 


CLOSED 





\Wreerer.ine Beery & CO. 


society 


MEN™MBER AMERICAN GEM 


on the pyramids; when closed is a neat 


globe. 9 Kt. gold outside—silver inside—imported. 


1351 Small size, 34” closed—$20. Keystone 
1361 Medium size, 4” closed—$35. Keystone 


| THE NAME THAT MEANS 


y= ciliate ewelry 


8 ROSE STREET, NEWARK 8, N. J. 











108 


THE JEWELERS’ CIRCULAR-KEYSTONE 








No Diamond ‘Sales’ for This Jeweler 


In a special institutional type ad the Leyson-Pearsall 
jewelry store in Salt Lake City blasted price cutting and 
premium offers made by other retail stores. The theme 
of this unusual ad was “Our Buy Word.” The ad pointed 
out to readers that more and more schemes are being 
used to sell merchandise. 

The copy read, “If you want to buy a refrigerator, the 
chances are you will be offered as an inducement enough 
food to fill it for a few weeks—or if you are seeking a 
new automobile you will be cajoled into settling for a 
certain make because you can have for free a set of 
silver and china, a clock, a wrist watch, and an electric 
shaver to boot. 

“Merchandise of merit should stand on its own legs 
without the benefit of free gifts or bonuses. A diamond 
has consistent value the world over and those constantly 
offered at a “sale” price are sale diamonds of inferior 
quality. That is a flat statement but true.” 

In concluding, the ad read, “We cannot give you an 
automobile or a set of silver if you buy a diamond ring 
at our store, but we can give you every dollar’s value for 
the money you spend.” 





‘A Store Is Known by the Company 
It Keeps’ 


“A good store is known by the company it keeps.” 
That was the theme of an unusual type of ad inserted 





in the newspaper by the Coronet Jewelers of Twin Falls, 
Idaho. 

The ad featured a border of no less than 55 trademarks 
of famous brands in the jewelry line. And the ad goes 
on to state: “We appreciated the value of good com- 
pany and good companies. That is why we surround 
ourselves with the finest names in the jewelry business. 

The ad points out to the customer, that well-known 
trademarked names in the jewelry business are valuable. 
The ad asks the reader: “What does this mean to you?” 

Then the ad answers this important question by say- 
ing, “It means simply this . . . that you get real value 
received for every dollar you spend. All of us have at 
some time or other learned the hard way that a bargain 
can actually be costly . . . and that we always get just 
exactly what we pay for.” 

Coronet Jewelers stated that the institutional type ads 
featuring the trademarks of well known jewelry products 
has done much to build goodwill for the store and cre- 
ated very good comment. 





The Operating Statement 
(From page 100) 


figure. The percentage figure for those costs has therefore 
increased by several percentage points. It is apparent that 
some reduction in those costs must be effected, if restora- 
tion to the former volume is out of the question. 
Analysis of costs may show other controllable expenses 
which are out of line and which can be corrected by closer 











@ Inquiries for Special Orders are Invited 








@ Thirty-five Years of Service to Leading Jewelers 





rectous . 


Fine 


Extensive selections of Rubies, Star 
Rubies, Sapphires, Star Sapphires, 
Emeralds and Catseyes . . . loose or 
in Platinum Diamond mountings of 


exclusive design. 


LOBINSON & SVERDLTK ive 
rh i. i! i \ " j l j AL . 
"we 
lorporters C¢ Cutters Ri of Vrecious Stones 
OU 


610 FIFTH AVE., Reckefeller Center, New Yerk y, 
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The World’s Most Complete 
Selection of 


Technical and Sports 


“CUracy Counts! 


For over 63 years Racine has been the 
foremost source for fine Timers and 
Chronographs. Write for the latest Racine 
cutalog showing comprehensive choice of 
models for every timing purpose — to 


meet every budget requirement. 


x 
* GUINAND TIMERS 


x GALLET TIMERS 
* GALLET CHRONOGRAPHS 


( rHroucH YOUR WHOLESALER} 


JULES RACINE & COMPANY, INC. 


Specialists ‘n Fine Timers—Since 1890 
20 WEST 47th STREET, NEW YORK 36, N.Y. 
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supervision or economies in management. 

Again, the owner may notice that his percentage figure 
for advertising is unusually low. Institution of an aggres. 
sive newspaper, radio, or direct mail advertising cam. 
paign may bring sales back to or above their former level, 
Subsequent operating statements meanwhile will serve as 
a check on the effectiveness of such advertising in relation 
to the increased promotional expenditure. 


The owner will also be able to observe the results of an 
error in judgment which we will assume he had committed 
several months before. At that time, he had lowered his 
over-all price level by 5 per cent, hoping thereby to 
achieve an over-all increase in sales volume. As it turned 
out, the only result was a decrease of 5 per cent in his 
dollar volume, the physical volume of merchandise sold 
remaining the same. Assuming, as a simplified illustra- 
tion, that his previous sales had been $1,000, the results 
would be recorded as follows: 








Normal Sales $1000 100% Reduced 5% $950 100% 
Cost of Sales 500 50 500 92.5 
Gross Profit 500 3650 450 47.5 
Operating Expenses 400 40 400 42 
Net Profit 100 +=10 50 5 


As far as the percentages go, it appears that the 5 per 
cent price reduction increased his direct cost by 2.5 per 
cent, increasing his operating expenses by 2 per cent plus, 
and decreased his profit by approximately 5 per cent. 
However, see what happened to the dollar profit: in terms 
of profit rather than sales, it actually decreased by $50, or 
50 per cent of his legitimate profit. In simple arithmetic, 
his 5 per cent price shading cost him half of his net profit. 

A second illustration assumes a new business whose 
owner decides to increase his volume by lowering his 
normal selling price by 10 per cent. The dollar cost of sales 
increased in proportion to the 50 per cent increase in 
physical volume which resulted. At the same time, the dol- 
lar cost of overhead would increase at least 25 per cent. 
The result would be that he had increased his volume by 
one-half, but realized the same dollar net profit for 50 per 
cent more work. However, the comparative percentages 
of net profit would show a decline of 25 per cent. 


Increased Sales 
($1500—150 @ 10% 





Normal Sales $1000 100% Reduction) $1350 100% 
Cost of Sales 500 50 750 55.5 
Gross Profit 500 850 600 44.5 
Operating Expenses 400 40 500 37 

Net Profit 100 =—10 100 7.9 


The Operating Statement is also useful to the jeweler in 
determination of his “break-even point.” This is the point 
below which the business will show a loss, and above 
which it will show a profit. 


A jeweler with $60,000 annual gross sales volume may 
have total expenses of $54,000, giving him a net profit of 
$6,000. If all of his expenses varied in the same relation 
to his sales, he would always be able to show a profit. 
However, some expenses are fixed regardless of the 
amount of sales, while others vary directly with the sales. 
When the sum of fixed and variable expenses equals total 
sales, the break-even point has been reached. 


Computation of that point can be determined roughly 
by a simple calculation. Of the jeweler’s $54,000 ex- 
penses. assume that $33,600 are variable and $20,400 are 
fixed. Variable expenses will presumably remain constant 
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at 56 per cent of sales (33,600 — 60,000). If X equals He is considering an expansion program which will add 


total sales at the break-even point, the computation is $10,000 to his fixed expenses. He therefore computes his 
made as follows: break-event point after the expansion program, as follows: 
X = fixed expenses plus variable expenses 
X = $20,400 plus .56X A0X = $34,000 
X minus .56X = 20,400 X= 85,000 


44X = 20,400 
X = $46,363, the break-even point. 


The greater the proportion of his expenses that are 
variable, of course, the lower the jeweler’s break-even 
point will be. The point can be determined with only ap- 
proximate accuracy, since some expenses are partially 
fixed or variable. Some, for example, may remain fixed 
within the $50,000 to $70,000 gross sales level, but in- 
crease or decrease abruptly above or below those limits. 
Labor costs will be likely to vary in this manner. Cost of 


Unless he is able to increase sales at least $5,000 over 
present levels, he will be operating at a net loss. He must, 
further, increase them to $105,000 to obtain his present 
net profit. Against these factors, the proposed expansion 
will increase his sales potential from its present limit of 
$90,000 to $160,000, at the same time raising the level of 
potential net profit. He summarizes these factors in the 
following table: 


merchandise sold, on the other hand, will vary directly Present Proposed 
with sales, while rent will remain fixed regardless of vol- Deine Daten. _ -. $60,000 $ 85.000 
ume. The break-even point should therefore be consid- Gross Sales Limit .......... 90,000 160,000 
ered an approximate figure in view of those factors. Net Profit Limit .......... 12,000 30,000 


The computation is nevertheless very useful in a num- 
ber of ways. One application is its use in determining the 
feasibility of a proposed store expansion. As an example, 
assume a jeweler with the following yearly sales and ex- 


His decision to go through with the planned expansion 
will depend on his judgment whether the results will in- 
crease sales to the necessary figure to enable him at least 
to hold his own. He may further be willing to operate on 


nses: 

_ “mee ie ee PO $80,000 a reduced profit for a limited period of time if necessary, 
Wartemee HMOMOGs ...... cee cence. 48,000 until some of his fixed expenses in the form of payments 
wg: hae ama re oo on long-term contracts, have been reduced. 

ras era Whether or not the final decision proves to be the cor- 

His break-even point is computed as follows: rect one, the chances for its success have been substan- 

X = $24,000 plus .60X (48,000 being 60% of 80,000) tially improved through use of the Operating Statement— 

or = a ane as of the Balance Sheet—as a working tool of manage- 
~ X= 60,000 ment. 














Keen you dove RIGHT o« TIME 


Distinguished HERSCHEDE and REVERE clocks meet the exact- 
ing demands of your most discriminating patrons. Exquisitely fashioned in 
both the authentically traditional and in up-to-the-minute modern 
oe precision-crafted for accurate, dependable timekeeping. 


HERSCHEDE and 
REVERE clocks are © 


treasured by people of 











discernment. They will 






POLIO OOD 


bring an increased vol- 






ume of fine-clock sales 






REVERE WALL CLOCK 
to your store—plus a No. R-957. New note in 
high level of prestige. wall clocks. Handsomely 
cased in honey-toned oak. 

Silvered dial; raised gold- 
en numerals, circle lines 
and bezel; black hands. 

Softly heralds each 
quarter-hour with lovely 


hands, b | d trim; black 
et ee WESTMINSTER CHIMES. 
numerals. Melodious Hour ” 
Telechron motor. 12 


and Half-hour strike. 8-day, y 
4-jewel, key-wound, lev- se crt: —_ mee 
er,imported movement. 9°44” Retails fer 372. 

high, 74" wide. Retails 
for $42. 






HERSCHEDE CLOCK No. 
642. An accent of elegance. 
Polished mahogany -finish 
case; silvered dial; golden 






Prices include Federal Excise Tax 


we KEY WOUND 
Cis CLOCKS 





~~ 








Send for the beautiful col | CHIMING 
end for the beautiful color Be oo 
brochures showing the full 3 ELECTRIC 
lines of 44 HERSCHEDE CLOCKS 
keywound clocks and 21 : 


REVERE electric clocks. THE HERSCHEDE HALL CLOCK COMPANY and THE REVERE CLOCK COMPANY, CINCINNATI 6, OHIO 
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NEW CHARM DISPLAY 


Dy 
Dister 


Ask your wholesaler for charms mounted on the new Fisher 


display. It's FREE. Display charms NOW —they are selling. 


J. M. FISHER COMPANY, Attleboro, Mass. 











A Complete Stock of 


Cultured Pearls 
L___AT NEW, LOW PRICES — 
Necklaces 








Orders accepted 
sate All Sizes and Grades from 
ee E $30 to $5,000, Keystone 
—&d 
amanste » Loose Pearls 
pm ore : From 3 to 10 MM., All Qualities 
oe ag g ae sent on 
& 





B& M 
CULTURED PEARL 


IMPORT COMPANY 
Direct Importers ef Finest Quality Cultured Pearls 


550 Fifth Ave., New York 36, N. Y. 


Phone Plaza 7-0768 




















Famous Diamonds of the World 
MATAN 


Reputed to weigh 367 carats, the Matan diamond was 
found in Borneo, where diamond mining on a very lim. 
ited scale has been carried on for centuries. The stone 
was discovered about 1760 and named for the Rajah 
of Matan. 
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It is of curious shape, like a small, smooth pear, and 
has never been faceted so far as anyone knows. In fact, 
the stone resembles polished rock crystal which, indeed, 
it might be since no one is permitted to examine it. 

Tribal wars raged over the Matan for many years, and 
Dutch colonizers were so anxious to get hold of it that 
they offered the Rajah two large war brigs with guns and 
ammunition and $150,000 cash. He declined, saying his 
fortune depended solely on possession of the diamond; 
with that, he didn’t need the money, and he preferred to 
make war as his fathers had done—with elephants! 

The Matan diamond is also supposed to impart healing 
to waters in which it is dipped, and a general legend of 
good luck is attached to it. Although Borneo produces 
fancy-colored diamonds of many hues, the Matan is said 
to be practically colorless. 





Can You Top This? 


When a lady customer by the name of Mrs. ... .- 
brought in a clock to be repaired, jeweler T. R. 
Wright of Portland, Oregon, had some difficulty 
understanding what her name was, as he made out 
the job ticket. After asking her twice, he thought 
it would be better if she would spell it for him. 

She started to spell her name out, “R-o-o .. . 
Then she interrupted herself and said, “Oh, Heck, 
you can’t expect a person to remember everything.” 
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Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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Geology for the Jeweler 
(From page 97) 


tronomical data, from earthquake waves, and from mete- 
orites. The meteorites are our samples, the only samples 
we will ever have, of the material that is to be found at 
the very core of the earth. Meteorites are bits of stone 
and iron that have fallen on the earth’s surface, coming 
from space. It is supposed that they are fragments of a 
planet that never formed, or, if the earth is their intended 
planet, then they were lagging bits of matter that arrived 
too late to be incorporated in the body of the rapidly 
growing earth of billions of years ago. The minerals of 
the meteorites are the same as those of the terrestrial 
rocks with which we are familiar, excepting that their 
proportions are different and iron is not common in sur- 
face rocks. There is every reason to believe that the mete- 
orites are an accurate representation of the material that 
we would find at the depths of the earth if we could get 
there. “Gemstones” have been fashioned from two mete- 
oritic substances, peridots from the iron-olivine combina- 
tions known as “pallasites,” and green glass “Bohemian 
emeralds” or moldavites, from the strange glass meteor- 
ites known as tektites. 


THE EARTH'S CHARACTERISTICS 


Astronomers tell us that the earth weighs much more 
(has a stronger gravity) than the surface rocks would in- 
dicate, and earthquake students (seismologists) confirm 
it, and add that the earth is made up a series of concentric 
shells of successively heavier materials (Fig. 1). Vol- 
canoes prove, if we needed any proof, that the inside is 
very hot. 

A study of some of the rocks that are now exposed on 
the surface shows that at some time they were very hot. 
A common building stone, the St. Cloud (Minn.) granite- 
gneiss (Fig. 2) is a wonderful example of a rock that 
clearly stewed in magma, squeezed and cooked and 
steamed in a siliceous broth, until it no longer resembled 
its original material. Parts of it show the streaking that 
we see in gneiss, parts look like granite, and some areas 
have the big coarse crystals that have been called pegma- 
tite. The streaked material must have persisted unmelted, 
but the granitic areas must represent places that actually 
succumbed to the heat and the gases and turned back into 
magma again. In Chicago we can see the process beauti- 
fully displayed on the outer walls of the Adler Planeta- 
rium, which is built of this stone. Similar rocks can be 
seen in New York’s Central Park, for its basement of 
Manhattan Schist is widely exposed. In every exposure 
(the geologist would say “outcrop”) we can see where 
later intrusions of actually molten rock have squeezed in 
between the micaceous layers. Schist is a banded mica- 
rich rock; with gneiss and marble it makes up the greater 
proportion of our “metamorphic” rocks. (Greek: meta 
= changed; morph = form.) Garnets and iolite are two 
gemstones that form in metamorphic rocks, jade (neph- 
rite jade) is practically a metamorphic rock all by itself. 

When we put all this together, we see that there are 
three kinds of rocks that make up the upper layers of the 
crust that we know so intimately. First and deepest but 
even so sticking out on top here and there, are rocks of 
the original type, the igneous rocks. Probably_no single 
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2201 ‘'The Kite Clock’’ in four color combinations $25 





2202 ‘The Sunburst Clock’’ in birch or walnut $25 





2204 Black or white perforated metal $30. 


chr onopak means ...a truly modern timepiece 


Four new wall clocks designed by George Nelson indi- 
cate a fresh direction in important, distinguished acces- 
sories. The Chronopak Series now includes 19 outstand- 
ing designs for use in the home, office and public areas. 
Write Dept. JCK-14 for illustrated brochure. 
HOWARD MILLER CLOCK CO., ZEELAND, MICH. 


National Distributor: RICHARDS MORGENTHAU COMPANY 
New York: 225 Fifth Ave.; Chicago: 1215 Merchandise Mart 
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UNUSUAL 
OPPORTUNITY 


FOR EXPERIENCED SALESMEN WITH 
FOLLOWING IN DIAMOND RING 
LINE IN MID-WEST AND WEST COAST 
TERRITORIES. 


To immediately represent one of America’s 
largest gold and platinum diamond ring 
prime manufacturers. Must have established 
following, be well experienced and able to 
earn $10,000 to $20,000 yearly. Drawing 


against commissions. 


ALL REPLIES CONFIDENTIAL 


Box No. “C., 50” 
Jewelers’ Circular-Keystone 


100 E. 42nd St., New York 17, N. Y. 

















JEWELERS’ INSURANCE 





1954 = 
Newly Reduced Rates for the 
JEWELERS’ BLOCK POLICY 


bring this comprehensive insurance pro- 
tection for jewelers into sharp focus asa 


necessity for the financial security of your 
stat Sho 


business. os C, 
. Standa a 
, . % protection 4 

It is available through the © 


“ > 
“ny inse™ 


local insurance ager and broker of your choice. 








Inquiries to us for complete information are 
welcome. 


COMMERCIAL’ UNION - OCEAN GROUP 


INSURANCE SINCE 1714 
@ Specialists in insurance for the Jewelry Trade © 


New York 16, N. Y. 
One Park Avenue 
Atlanta 3, Ga. 

10 Pryor Street 


Los Angeles 5, Calif. 
610 Shatto Place 


Chicago 4, Illinois 
175 W. Jackson Blvd. 


San Francisco 4, Calif. 
315 Montgomery Street 


Commercial Union Assurance Company Ltd. 
and Affiliated Companies 














Big Clock Is Good Business Getter 





It is traditional for jewelers to have a clock in front 
of their store, either in the window or as a street clock. 
Though rapidly disappearing from the scene elsewhere, 
the store clock became a good advertising investment at 
Rampley’s Jewelry Shop, Lawndale, Calif. 

Owner A. L. Rampley designed and built a clock that 
is 10 ft. in diameter and weighs approximately 175 lbs. 
The dial is made of masonite, front and back, and is 
honeycombed with wood stiffeners. Aluminum hands, 
which are counterbalanced, are driven by a heavy duty 
movement powered by a 60 cycle synchronous motor. 
Another unusual characteristic of this big clock is that is 
is self-supported. 

Rampley reports that results are better than he or his 
wife, the lady in the picture, expected. Business picked 
up at once, and, after the clock was written up in the 
Los Angeles Times, people drove for miles to see it. 





bit of earth’s original crust is left now, but later intru- 
sions of the same molten rock have cooled to make some- 
thing that was much the same as the original crust under 
the froth that must have covered the surface. Then we say 
that the igneous rocks decomposed out in the air and the 
rain and the frost and the oxygen changed and broke up 
the first minerals, and the running rivers carried the 
pieces away as far as they could, then left them on the sea 
floors, where they piled up layers of sediment. Finally 
those layers compacted into stone, to make sheets of sedi- 
mentary rock. But the seas would be filled with mud unless 
the floors sank, so the floor went down, and the layers 
piled thicker and thicker, and their weight grew greater 
and greater. Pressure makes heat (remember melting ice 
in your high school physics experiments?) so the rocks 
became hot. Finally they partially remelt, or lose their 
water, and surface-formed minerals change back to make 
the metamorphic rocks. Finally, they wholly melt, turn 
themselves back into magma, and new tongues of molten 
rock eat their way up to the surface again, to reach it and 
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Gone Craflmanship 


IN A STRIKINGLY MODERN 


Crafted with meticulous attention 
to detail, this exquisite hand lapped 
bracelet is the outstanding result 
of almost a half-century of 
manufacturing experience. 


My , sf On-the-spot “sizing” feature 
“ ¥ : avoids last minute sales problems 

° | 2 
ZF, Diruhofer & Son, 


... assures the sale. 
/ Available in Yellow or 
lA Rhodium plated White Gold. 
L. S. DINHOFER * MANUFACTURING JEWELER SINCE 1908 
74 W. 46th ST., N. Y. 19, N. Y. - LU 2-4495 
For prompt attention, please address all inquiries Dept. K-13 
: 
Here's Your Key To 


_ 


















FRATERNAL 
JEWELRY 
PROFITS 


Your never know how profitable the Emblem Business 
can be until you go after it. For both ‘“$ and ¢'’, and 
sheer satisfaction, you'll welcome this suggestion: 


Send for this catalog (or use the copy you may have). 
You'll find 766 emblems, rings, tie chains, fool ames, 
charms, pendants, crosses, medals, pins, Jewels, etc., 
illustrated in full size—with as many more described— 
retailing from S0¢ to $50. Order through one of our 
450 wholesalers, or direct. If the latter, we will ship 
direct and will bill through him. See how easy it is to 
get set for Emblem profits. 


Harvey © Otis ° 


PROVIDENCE © RHODE ISLAND 
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across other, older rocks. It differs from a vein, anothe; 
type of deposit at which we shall look later, by being filled 
with molten rock which cooled and turned to stone. Vein, 
are filled with mineral matter that separated out of watery 
solutions; some gem minerals form this way too. Dikes 
form at greater depths than veins, as a rule, emanating 
from rocks that actually were molten and sometimes trace. 
able almost back to the original magma. Pegmatite dikes 
form at the highest temperatures, so they are always very 
close to rocks like granite that were probably actually 
molten, lying either in the granite or in the gneisses and 
schists that border the granite intrusion. To learn more 
about pegmatites and the mineral forming processes re. 
sponsible for so many of our stones, let us consider the 
events that must take place during the cooling of a mass 
of magma that has punched its way a few miles upward in 
the crust. 


A BODY OF MOLTEN MAGMA 


We have to assume that a body of molten magma, con. 
taining a great many different elements in about the pro. 
portion that they are present in the rocks of the earth’s 
crust, squeezes into, or melts its way, between layers of 
solid unmelted rock, finally arriving at a spot a mile or so 
beneath the earth’s surface. Something of this sort has 
taken place at Yellowstone Park, where a deeply burned 
mass of magma is slowly cooling off. 

With its rise finally halted, the mass of magma starts to 
cool. The first thing to happen is that the higher tempera- 
ture minerals start to crystallize. The jeweler is familiar 
with the fact that different substances have different melt- 
ing points (solders! ), and that when you have a mixture 
of several different substances, one will start to crystallize 
early, before the next one is cool enough to become solid. 
In minerals we find the same thing, and geologists have 
worked out a sequence of separation from such a magma 
body. The first thing to become too cool to stay melted 
will be a compound of iron and oxygen, which combine to 
form crystals of the iron-ore mineral, magnetite. Since 
this is a heavy compound, the crystals will tend to settle 
down, if the magma is still fluid enough. (If the part that 
is still liquid after a lot of the magnetite had formed were 
allowed to flow away through a new crack which might 
develop as the result of an earthquake, in its new pocket it 
would be a magma with a different composition from the 
original magma, for a lot of iron and oxygen would have 
been subtracted. We mine iron deposits that have been 
concentrated in this way). 

Soon after the iron oxides started to form, another com- 
pound starts to make crystals and separate out, a magne- 
sium silicate. This is the mineral known as olivine, or, to 
the jeweler, peridot. The magma remaining molten now 
begins to lose magnesium as well as iron, so its composi- 
tion changes again. After a time, if the magnetite crystals 
and the peridot crystals stay floating around in the 
magma, the remaining liquid has changed so in its 
makeup that these compounds no longer tend to separate 
out. On the contrary, they begin to dissolve again and 
their elements go to make up a new mineral, a combina- 
tion magnesium-iron silicate. That is why peridot, which 
is common in lavas in small and shattered crystals, is rare 
in large, gemmy specimens. Some special event must oc- 
cur at just the right stage in the separation sequence to 
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Day Jewelry in Remodeled Store 


When the Day jewelry store at Brunswick, Me., moved 
to new quarters, they remodeled the store space. It is 
the practice of the Day Co. to use mirrors on the side 
‘f it is too narrow and at the back if it is too short. The 
new store was short from front to back, so across the 
entire back wall is a plate glass mirror, which seems to 
double the size of the store. 








This Day jewelry store was widened in appearance through 
the use of a mirror across the entire back of the store. 


Shelves were built above the wall cases. These are 
wide enough to display luggage, thus enabling the store 
to add to its stock. Ladders are available. one one each 
side, so that the luggage may be reached easily by sales- 
people. A special compartment is being built for storage 
of these step stools to keep them handy, yet out of the 
way. These will be in one of the storage spaces near 
the floor, which can be seen at the left hand side of the 
picture. All of the rest of this space will be filled with 
drawers. 

A sound-proofed ceiling and modern lighting has been 
installed, and utilizing as much space as possible, an up- 
stairs salesroom above the store is being stocked with 
TV sets. 

The store is owned by Sidney and David Davidson 
and managed by Ray Moffett, who can be seen in the 
picture standing at the back of the store. 





permit the olivine crystals to persist, instead of reacting 
with the enclosing magma to make different, and com- 
moner, compounds. 

As the magma continues to cool and crystallize, various 
other minerals separate out, and each in turn keeps react- 
ing with the steadily changing liquid that surrounds them. 
But all the minerals that are forming are using only the 
common elements; water and the other gases like fluorine 
and chlorine, rare metals, like boron and beryllium, and 
the commoner metals, like lead, zinc and copper, are not 
going into the growing crystals. They stay in the solution, 
and their proportion in the remaining liquid grows higher 
and higher. Instead of becoming less and less fluid as it 
cools, the remaining magna becomes more and more 
watery. 

When the stiff, molasses-like magma first rose into 
place, it squeezed its way into a chamber which was 
forced open. The walls mav well have been filled with 
sInder cracks, but the stiff magma had little ability to 
work its way into the narrower openings. As the liquid 
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INVENTORY Time 
ls The Easy Time to Install a 


Stock Record 











A WELL PLANNED AND PRACTICAL 
STOCK BOOK WILL GIVE YOU:— 


A SALES ANALYSIS AND BUYING GUIDE that helps you 
think in terms of INVENTORY-TURN-OVER and prevents tying- 
up working capital in slow-moving and dead stock. 

A compact and permanent record that you can continue 
to use without changing or recapping as long as you continue 
in business. 

An inventory that would be indispensable to show the in- 
surance company to prove your losses in case of fire or 
burglary. 

A numbering system using an index, making it possible to 
quickly and easily check the sold articles of mdse. off from 
the stock book daily, weekly, or monthly from your sales 
records. A method that makes your next year's inventory a 
simple job. 

An easy way to restore a lost tag on any article of stock 
without guessing. A stock record that will enable you to re- 
order mdse. quickly. 

The advantage of having an inexpensive source of supply 
for small quantities of replacement sheets cheaper than you 
could make your own. 





SOUDER'S BUSINESS RECORD 


A Simple, Direct and Effective Method for Keeping 
Income-Tax and Management Information 


It tells the boss: 
Profit or Losses EVERY MONTH 


Assembles all data on two pages—Making Income Tax reports 
easy without rewriting several times into numerous books with 
a series of debits and credits. 


You will know aft all times: 


YOUR NET WORTH YOUR OBLIGATIONS 
YOUR TOTAL STOCK VALUE 


We offer you—not merely a record of sales and expenses, 
for this is truly a Safety System. No loss in Merchandise, 
cash or accounts can be possible, without you knowing it. 


Simple enough so anyone with ordinary ability and without 
knowledge of bookkeeping can understand and keep it. 





Please send on approval: [] STOCK RECORD [] BUSINESS RECORD 
suitable for [] large [) medium [J small size jewelry store. We agree 
to pay transportation charges. 


ADDRESS 2. cc ccccccccccccccccccccccccccecccccccccccsecetcescesc cess 


SOUDER’S SAFETY SYSTEM 


883 BROADWAY (EST. 1919) ALBANY 4, N. Y. 
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Oniginality of Design 


PRINCESS RINGS 
Cluster Rings 
Fishtail Sets 
Peg Sets 





Wh Ofer: 


Modern facilities for the 


Exclusive Development of 
Ideas and Designs for Pro- ‘ 


motional Purposes . . . 


Mountings Illustrated are 
Set and Enlarged to Show Detail 


WAX & SKOLNIK INC. 


62 WEST 47TH ST. NEW YORK, N. Y. 


Manufacturing jewelers to the 
WHOLESALE TRADE EXCLUSIVELY 


for more than a generation. 























——— 


SALESMAN— 


to represent KIMBERLY’S LINE OF 
ZIRCON RINGS to the Retail Jeweler. 


EXCELLENT OPPORTUNITY for an 
experienced man—preferably one familiar 
with Metropolitan New York and adjacent 
cities, New England and some Southern 
States. 





The KIMBERLY line is very well estab- 
lished and accepted throughout this terri- 
tory, thereby eliminating any pioneering. 





Please do not call or telephone—write in 
full detail. All replies will be held in strict- 


est confidence. 


Kimberly Gem Company, inc. 


62 West 47th Street, New York 36, N. Y. 
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Costume Jewelry Ad Promotes 
Theme of Gracious Living 


Reed’s operating two jewelry stores in Niagara Falls, 
N. Y., went all out after costume jewelry business in the 
fall season with a seven column newspaper ad that packed 
both an institutional and a merchanhdising punch. 

Reed’s, which claims to sell more costume jewelry 
than any other jeweler in western New York, set up ex. 
tensive store displays to back its impressive ad. 

It featured a collection of one thousand straings of 
famous-make pearls at 99 cents a string as a two-day 
special, advertising the pearls as regular $5.95 to $12 
values. A group of pearl earrings and bracelets to match 
were also offered at a special price of 99 cents. 

Reed’s used striking art work in the ad to carry out 
the theme: “The Golden Age of Gracious Living Comes 
To Niagara Falls.” 

Ad copy sald: “You are cordially invited to attend 
the gala showing of costume jewelry which marks our fall 
opening. This is truly an outstanging collection of the 
finest in costume jewelry. Any item will transform your 
‘nice little dress’ into a superb, dramatic costume.” 

Shoppers were invited to “open a charge account at 
Reed’s and wear the best in costume jewelry.” 





grew more fluid, however, some of it could leak away 
through the crevices and escape from the main body. As 
you would expect, the granite-filled chamber might end by 
being surrounded in the rocks with a fringe of late 
magma-filled dikes, which extend outwards from its bor- 
ders and penetrate short distances into the enclosing rocks. 

The dikes would be granitic too, filled principally with 
the same granite minerals that form at the last stages of 
the cooling of a magma mass. But they wouldn’t have the 
grain size and the texture of the grains in the granite. The 
elements could move about much more freely in the very 
fluid magma that escaped into the dikes. They can come 
from further away, and join each other in larger aggre- 
gations, to make a mass of large crystals instead of small 
ones. A coarse granite has separate crystal grains of feld- 
spar that may be half an inch across, but in the dikes the 
feldspar crystals are often more than half a foot across. 
The quartz in granite is about the last mineral to form, 
and it fills in the spaces between the feldspar and mica 
grains, showing none of its own crystal outline. In the 
dikes it often fills up the whole center in masses that are 
feet across. Even the mica forms much larger plates in the 
dike, usually close to the outer walls for mica is one of 
the earlier minerals. 

The coarse granite dikes then are known as pegmatite 
dikes. Their principal minerals are the same as those of 
the granite; but they fascinate the mineralogist and gem 
seeker because, in them, associated with the common min- 
erals, we find other compounds. By the time that the 
residual liquid magma was thin enough to leak away into 
the twenty, thirty, or hundred foot bordering cracks, it 
had a high enough content of the rarer elements for them 
to combine with commoner substances and make addi- 
tional minerals. The beryllium originally thinly dissemi- 
nated through a cubic mile of granite magma may have 
been concentrated enough so that it could form large 
crystals of beryl by combining with the aluminum, silicon 
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and oxygen that were abundant in the magma. Boron may 
have found just what it needed to combine and settle out, 4 5 00 REW RD $ 
‘, the form of tourmaline crystals. Fluorine gas also A 500 
joined with the ubiquitous aluminum, silicon and oxygen FI Vv E H U ND RE D D i) LLARS 


to make crystals of topaz. -" we — san — of a atocgpene 
most important gem minerals are characteristic o e 

pegmatite dikes that can form only at great depths, toward FOR CONFIDENTIAL INFORMATION 
the end of a granite-forming episode. And perhaps we can 
begin now to see why they have that aspect of rarity which 
‘s essential for them to be interesting to the jeweler. 





Leading to the return of the pearl necklace and 
diamond clip in picture below—also—an old-fash- 
ioned small gold watch case and long black onyx 
and gold necklace. Stolen on or about July 25, 1953, 
in Washington, D. C. 


The Book Shelf | gasssams 


European Jewelry 


Four Centuries of European Jewelry, by Ernle Bradford. 
Published by Philosophical Library, New York; 226 pages. 
Sent postpaid anywhere in U. S. A. by Book Department, 
Jewelers’ Circular-Keystone, 100 E. 42nd St., New York 17, 


N. Y., for $12.00. 


It is inevitable that the almost simultaneous publication 
of two books on the historical aspects of European 
jewelry would lead a reviewer to make comparisons be- 
tween them. The earlier review (Joan Evans “A History 
of Jewelry 1100-1870”) discussed a more scholarly 
and better documented book, but one which, possibly, 
will be of less value to the practical jeweler than this one. 
The approach of the two authors is rather different, with 
Mr. Bradford’s more realistic; for his concern is less 
with court jewelry and the gems of the wealthy and 
important persons of history than it is with the jewelry 
that was commonly used by less significant figures. In- 
evitably there is a certain amount of overlapping. Mr. 
Bradford’s style is less elegant, as are his illustrations. 
It is not a book that one can sit down and read right 
through with any degree of pleasure, it is more a book 
that one might want to dip into from time to time to 
look up some point or check up on a date. 

The field that is covered is much broader than that of 
the Evans book, and the coverage is consequently of 
necessity much more superficial. He begins with an in- 
troduction on the jewelry of the eras which precede his 
special concern, and opens the body of the work with 
the Italian Renaissance. The chapters that follow cover 
Europe of the 16th Century, the 17th Century and the rise 
of the facetted stone popularity, especially the beginning 
of the appreciation of diamonds. In the 18th Century 
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. Oriental pearl necklace, platinum, gold and rose diamond clasp 


this trend toward facetted stone jewelry continued and 73 graduated Oriental pear!s weighing approximately 185.20 grains. 
“We . . ‘ A n clasp: 15 R t diamonds. 
the brilliant-cut diamond displaced the earlier cuts. The err a ee 
19 h 7 fi 2. Platinum and diamond clip pin 
th and 20th Centuries are treated in the two succeed- |! round diamond weighing approximately .20 carats. 
. , ‘ ‘ | triangle diamond weighing approximately .05 carats. 
“Ne aye with Mr. Bradford obviously not sharing 53 small round diamonds weighing approximately 1|.30 carats. 
r. ; a 37 baguette diamonds weighing approximately 3.30 carats. 
vans discouragement about the future of jewelry, iA-eauk eae dee 
or even its insignificance in the past 80 years. 3. Ladies small antique gold watch with hunting case suspended on 


Following this historical resume we come to series of long chain with black onyx and gold links interchanged. 
chapters on various aspects of jewelry, in which an at- 


a Pogo : — — ground. Chapter THIS » ! CTURE MAY BE 
ities include: Diamond Jew ; Rings; E | d 

Enameling; Cameos and intaslios: Paste, ene mer WORTH $5 00 TO You 
Cut Steel Jewelry, Birthstones; Precious Metals; History 
and Properties of the Precious Stones; The Craft of 


Gem-Cutting ; Pearls, Amber, Jet and Coral; with a con- 
clusion and a glossary after that. Truly an ambitious list! 








CALL COLLECT WASHINGTON, D. C. 


EMerson 3-2798 or 3-2834 or WIRE EATON 
2900 Tilden St. N. W., Washington, D. C. 
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gift sets  § \Faamm 
a la 


to move these elegant sets from 
your store. 


Barbara Bates offers tremendous 
variety, the most complete price 
range, and the most sales produc- 
ing line ever thought possible... 


Cases of Roman Stripe, Crushed 
velvet, Crystelle velvet, the famous 
golden “Midas Mesh”, Black 
brocade, Leather, and Pleated 
crepe to mention a few. Retail 
Prices from $2.00 to $30.00. 


For example, set shown above 
(#336) can be seen in the Decem- 
ber, 1953 issue of Esquire Maga- 
zine on Page 34. It’s a Man’s set 
with peccary grain case, red moire 
lining, containing six essentials 
for men—It’s sturdy, compact 
And there’s a smart lady’s set to 
match (#335). Suggested retail 








Advertising, merchandising and 


publicity in all important media $12.50 for the man’s set. 


Get on the bandwagon, these sets are selling 


fast —Write to (P le 


C. J. Bates & Son 
Chester, Conn. 
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NEW! 
GENUINE ONYX CATALOG 
2. <Arlen’s com- 
plete line of genuine] | 
Onyx and Black | 
and Gold Italian 


1954 GENERAL CATALOG 

1. Dozens of new 
sport figures; new wal- 
nut woods and marbel- 





ette (a gem-like plastic Marble—the “Ul- 
material) are combined timate” in trophy 
with “‘Rich-Glo” figures design. Now, the 


to create a striking line. distinction of Genu- 
ine Onyx can be 


used for awards. 





























ARLEN TROPHY CO., INC. ¢ | 
50 Gold Street, Brooklyn 1, N. Y. | 

. Please rush me FREE Catalogs i 
I 

i NAME j 
FIRM NAME | 
j ADDRESS i 
j city ZONE__STATE 
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And obviously, impossible to cover adequately in a book 
that isn’t encyclopedic in size. 

It is a fairly expensive book and useful as a reference, 
If one has no other books, or doesn’t need to know many 
of the details about stones, this could cover the jeweler’s 
field (in jewelry, that is) fairly well. If one has other 
books, then the latter chapters are very inadequate and 
serve little purpose. The practical approach to jewelry js 
good and better than Dr. Evans for U. 5. citizens who 
cannot visit the museums and galleries on which Dr, 
Evans has drawn. The illustrations are not numbered 
and are not referred to in the text; this is a serious ob. 
jection which detracts greatly from the value of the book. 
You can learn a lot from this work, but it is necessary to 
dig to get it. Our recommendation is qualified, it de. 
pends on what kind of a library the jeweler is building, 
If you don’t mind spending this much on a book you will 
only use occasionally, or if you are trying to make as 
complete a library as possible, then by all means get it, 
for it is an attractive work with many good features. If 
you haven't any books at all, we can also recommend it. 
But if you have just a working library, you won't refer 
to it often. We hope that the publishers, if they are to 
°o in for this sort of book, will insist that illustrations and 
text will be tied together better, then the reader would 
not have to work quite so hard tying the two together, 





Rocks and Minerals 


Field Guide to the Rocks and Minerals, by Frederick H. 
Pough. Published by Houghton Mifflin Co., Boston; 333 pages, 
12 color plates, 32 halftone plates. Sent postpaid anywhere in 
U.S.A. by Book Department, JEweELErRs’ CircuLAR-KEyYsTONE, 100 
E. 42nd St., New York 17, N. Y., for $3.75. 


The newest addition to the Peterson Field Guide Series 
contains considerable matter that should prove of value 
to the jeweler. Gemstones are, after all, minerals, hence 
any simple, attractively prepared work on minerals is a 
worthwhile addition for the well-rounded jeweler’s li- 
brary. In this work emphasis has been placed upon the 
recognition of the common minerals by their field oc- 
currence, their crystal outlines, their general appearance 
and a few of the more simple tests. 

Dr. Pough’s approach has been one of simplification, 
for he is eager to increase the general interest in minerals 
and to make their study practical for the amateur who 
lacks expensive testing equipment and the educational 
background to use this apparatus. Few of the tests sug- 
vested will be practical for the jeweler, but there are 
other things in the book which he will find interesting; 
chiefly the pictures and the locality data for the minerals 
that specifically concern him. 

The first part of the book deals with the testing equip- 
ment and techniques; then a general discussion of 0c- 
currences and the methods of making and arranging a 
collection, and a description of the characteristics of each 
of the chemical groups. A brief resume of the common 
rocks follows, and then the minerals themselves, about 
250 different ones. The end papers show a general 
eeological map of the United States and a cross section of 
the crust suggesting different types of occurrences, as 4 
cuide to the collector. There is a glossary of terms that 
may be unfamiliar and a very complete index at the close. 

It is easy to see that the nearly five years of work that 
went into the preparation of this book were needed to 
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complete such an enormous amount of work. The pocket 
size and small type are misleading; the book contains a 
wealth of original information and is replete with new 
tests. It is particularly useful in that it does not attempt 
to distinguish one mineral from 1500; it assumes mod- 
erate intelligence on the part of the user and helps him 
to distinguish which of two or three somewhat similar 
minerals he may have by a simple yes or no test. There 
is nothing at all like it on the market, for completeness, 
wealth of illustration or Simplicity in use. It is not in- 
tended as a college text and matters that are essential for 
such a text have been treated sketchily here. It is a prac- 
tical book, with many attractive pictures and one that any- 
one would enjoy having. The low selling price is sur- 
prising, possible only because of a very large printing. 
and it is a book that all jewelers who wish general in- 
formation on the field of their work should have. 





‘Coffee Party’ Promotes Appliances 


Electric household appliances are now being success- 
fully merchandised by many leading jewelry firms, as 
they tie-in naturally with silver, china and crystal. Shown 
in connection with other tablewares they suggest them- 
selves at once as appropriate wedding and anniversary 
gifts. Since some people are unaware that such lines are 
handled by jewelers, special promotions are advisable. 








At Bromberg Galleries, Birmingham, Ala., John L. 
Bumpus, manager of the appliance section said, “We have 
one of the largest electric appliance departments in the 
South. We have strong competition from the depart- 
ment, hardware and appliance stores and it keeps us on 
our toes all the time. 

“One of our most effective publicity activities to call 
attention to our electric table appliances was our week- 
long Coffee Party. The even was promoted in the news- 
papers, In our windows and in our own store elevator. 
Our invitations said, ‘Come to Bromberg’s Coffee Party. 
Be our guest. Coffee and toast free. Come in to refresh 
yourself during your shopping trip.’ We had a charm- 
ing hostess to respond to the women who streamed in to 
partake of our coffee. Men also availed themselves of 
our offer. The coffee bar was set up in the midst of our 
electric appliances, all of which were thus brought to the 
attention of our visitors as they enjoyed our ‘coffee 
hospitality’. 

“Other departments also profited by our Coffee Party, 
as the majority of visitors wandered through the jewelry, 
gift and silver departments.” 
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CASH IN on the BIG SWING to 
College-Type HIGH SCHOOL RINGS 


FULL PROFIT * NO INVENTORY 


High school students 
everywhere are switching 
to COLLEGE-TYPE 
RINGS! They want some- 
thing better and differ- 
ent! You can offer this 
great, new market all the 
| latest, most modern styles 
e / . . » Shown in our new 
— illustrated catalogue. You 
can even order one ring 
at a time! We give the 
fastest service in the 
, trade with guaranteed 

by customer satisfaction! Be 
College Seal yeady to CASH IN on 
these BIGGER RING 
PROFITS! 





FREE! 
Send TODAY for complete information PLUS 
free selling catalogue and free counter display. 


COLLEGE SEAL & CREST COMPANY 


Dept. J-12 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 
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@ PINS 
@ BRACELETS 






















eautifully 
ift boxed. 
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@ NECKLACES 


@ EASTERN STAR 
JEWELRY 






Necklace 953 


$12.00 Keystone Rhodium or gold 


plate. Prong set=— 
Finest Austrian 
stones in all the new 
fashion colors. 


Excelling tn Brilliance and Hine Craflsmanshyp 


Write to-day for representative to call and for 
free folder of B. David’s new designs and proven 
best sellers. 





2508 VINE 
CINCINNATI 17, OHIO 





UARANTEELEOD QUALITY 


facturer. 


Sold directly 
g mnerate: | DMD 
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inspired by England's queen and her con- 
sort, Wittnauer named these watches the 
Elizabeth and Philip. In hand-finished 
14K gold, retail price is $71.50 each. 





The Tissot No. 1323 is for ladies in 14K 
gold at $71.50, F. T. |. Man's watch is 
$90, F. T. I., with gold filled case; is 


self-winding, water and shock resistant. 


Hamilton's “Lisette” (left) has a cushion 
shape, I0K white or yellow gold at $71.50. 
The “Townsend” has a gold filled case and 
an unusual dial, also retailing at $71.50. 
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Flex-Let's "“Dart'’ band (S/152 and 156) 
retails at $5.95 in stainless steel, and 
at $7.95 in gold filled top and stainless 
steel back. Prices include federal tax. 


Apex Quadra-Flex watchband (No. 1313C) 
comes in three sizes, %", 11/16", 3" 
for round watch wearers and has 1/10 12K 


gold filled top. $14.95 retail F. T. I. 


. They re yours 


The Lady Elgin "Minuet" features case and 
bracelet in 14K gold; figures and markers 
on dial are applied I8K gold. In yellow 
or white gold, retail is $185, F. T. I. 


The Heuer ‘'Solunar' tells both solar and 
lunar time; shows fishing time, tides and 
moon phases. With I7 jewels, water and 
shock resistance, retail price is $71.50. 
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to profit by... . 


The "Swordfish W" by Benrus has a black, 
three dimensional dial, I0K yellow gold 
filled case, sweep second hand, matching 
expansion bracelet and retails at $71.50. 


E. Ingraham Co.'s Sentinel ‘Dart DeLuxe’ 
is shock-resistant, has gilt numerals, sil- 
vered metal dial, stainless steel back. 
In chrome, $6.50; in yellow metal, $7.50. 





These LeCoultre wrist alarm watches have 
gold filled cases. With strap, $71.50; 
moisture-resistant and matching expansion 
bracelet, $99.50; a 14K gold model, $150. 


M. F. G.'s Admiral watchband (No. 62) is 
yellow and pink, with 1/20 I0K top, stain- 
less steel back cover, ¥'' and 34" ends. 
$3.90 Keystone. Stainless steel — $2.80. 





These Gruen Autowinds have applied gold 
markers, 14K gold cases; are self-winding, 
shock-resistant and non-magnetic. "Inter- 
lude’’ at left is $135. “Knight" is $150. 





“Cocktail watch for men by Ernest Borel 
fectures an arrangement of moving dials 
in place of the usual hands, which pro- 
duces an optical effect. $71.50 F. T. I. 


The "Rotor" (No. 8136S) is an Automatic 
Seth Thomas watch with 17 jewels in a 14K 
gold water-resistant case with a lapped 
bezel. The retail price is $150, F. T. I. 


























The “Arcturus is Numechron's model 
850, and comes in walnut, mahogany or 
Swedish blonde. A self-starting electric 
clock weighing 2!/, Ibs., it is $21.50 retail. 


Herschede Hall offers this clock designed 
in the modern manner. The timepiece has 
an eight day, two jeweled movement. It 
measures 934"' high; retail is $24.50. 


Modern electric wall clock by Revere has 
silvered dial with raised golden numerals 
and Westminister chimes. Self-adjusting 
12" square by 434", it is $60 retail. 


BEES KD Om KR Ra Xie ee Ore 
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General Electric's "Musaphonic" radio is 
in mahogany or ivory and the retail price 
is $39.95. It features a resonant tonal 
quality associated with console receivers. 


Wallace's new stainless design is ‘Ballet’ 
with uniquely curved pattern of simple, 
flowing lines. Six piece place setting 
retails at $9; 26 piece service at $44.50. 


hey Te 


. Theyre yours 
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Joining the Telechron clock line is this 
"Little Tel." Ivory cased, it has hands 
and numerals that are luminous on a dial 
which is black. $6.50 retail plus tax. 


Evans has designed this table lighter of 
bone china, French enamel and gold. It 
is No. 817-50-2 and retails for $20. The 
entire bowl is used as a fuel reservoir. 
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A 14K gold Bristol set, with baguettes 
mounted so as to magnify their size and 
brilliance. With '/ ct. center stone, 
the set retails at the price of $397.50. 


"The Perpetual Zodiac" by Chas. Gold 
is combined with a jewelled calendar, 
costing $90 Keystone, including engrav- 


ing and cost. As a "Jingling Heart" $70. 


FOR JANUARY, 1954 





This handcarved ivory orchid necklace is 
from Arbor at $12.50. Earrings to match, 
with 1/20 12K gold mountings are $12.95. 
Bracelet is $19.50. All prices F. T. I. 


This "Regal" set, necklace 805 at $I1; 
bracelet 676, about $8; and earrings 576 
at $7, Keystone, is offered as a new item 
in the Ora line by Ralph Singer. 


Georgian styled No. 1685 breakfast-buf- 
fet dish in silverplate by Reed & Barton 
is $137.50 retail, F.T.I. It consists of a 
hot water stand and double food dishes. 





"Angel's Cuff" is a bracelet by Volupte, 
1'/,"" in width. In plain gold colored 
metal, engine turned gold colored metal, 
or gold and silver colored metal—$5. 


"Rhinestone Royale” is a sparkling rhine- 
stone cross pendant embedded in a crys- 
tal faceted lucite charm. In gift box 
from F. Whitaker, retailing at $2.70. 
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Something new in fine cutlery... 


INTRODUCING NEW 
CARVEL HALL nts sn 1 
STEAK FORKS 





ideal companion piece for 
ever-popular Steak Knife. 





® Matchless Quality 
© Endorsed by Emily Post 


+ Unconditional Guarante New companion piece doubles 


® Nationally Advertised : ; { 7 1 

® Over 77 Sets from $6.50 to $145.00 

~nemennme profit impact of Carvel Hail Line 

* Attractively Gift Packaged Overnight this fast-selling line is twice as profitable. Why? 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now .. . who 
buys one later . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 


why Carvel Hall Cutlery is the world’s finest and fastest- 
FINE C a TLERY moving cutlery line. 
by Briddell 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND 
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Ceramic Miniatures 
Figure Well in 
Displays and Sales 


. A ; 

WELL planned window is worth as 
much to a merchant as his best salesman—and it puts 
in a 24-hour day,” believes Gene Gayer, proprietor of 
the Gene Gayer jewelry store at 178 S. W. Morrison St., 
Portland, Oregon. 

When he opened his shop, he designed windows to 
help this “best salesman” serve him. Back of the fetch- 
ing windows is 20 years of display manager experience 
with another jeweler. 

“This location.” he explained, “has been operated as 
a jewelry store for 25 years. Before I opened, I tried 
to bring it more in the public eye. I elevated the win- 
dows on a black paneled basic platform to eye level. 1 
also inserted three shadow boxes, two on one side of the 
corner location and one on the other. 

“The sides of the shop were a dead mahogany. 1 
introduced color by lining cases and shelves with pastel 
silk, using light blue in the cases and shell pink in an 
occasional small shelf in the window and elsewhere. 
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Left: Gene Gayer stands before display 
in which antique bead necklaces are 
mingled with ceramic animals and fig. 
urines. Below: ceramic miniatures jin 
shadow box in outside wall of the shop 
draw customers in to look around store. 








by MABEL C. OLSON 


Shelving behind the cases is lined with sheet paper in 
the same tone of blue. I installed sealed beam floodlights 
in the store to replace the fluorescent tubes. The flood- 
lights are the most effective lighting for showing jewelry; 
they are also easy on the eyes. I covered the high ceil- 
ing with Chinese blinds, which permit ventilation while 
improving the appearance.” 

A few small what-not shelves set with choice ceramics 
add spots of delicate color. A pair of them is used at 
either side of a mirror at the rear of the shop next to 
the watch repair nook. 

“Color is important in display accessories used with 
jewelry,’ Gayer added. “Pastels are the thing, not high 
reds or yellows. Blue and gray are good. Fabrics must 
be quality goods, such as silk, satin, or velvet; they can't 
be harsh materials like crash. Felt, desirable with many 

(Please turn to page 134) 
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Bavarian 
OPEN STOCK 
DINNERWARE 


“ie Elgin 


< Gs ing _ Pattern No. 2270 
Vivier Co yy * Se = e | Palladium Trimmed 
Ss at ou ron | —aiiillee Se Ba 
ey from 
uae TIRSCHENREUTH 


Available in 
Place Settings 
Open Stock 
94 and 64 


Piece Sets 


PAUL A. STRAUB & CO... INC. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 











YOU’LL FIND THE NAME ~7 


ON THE WORLD’S FINEST CHINA...IN AMERICA’S FINEST HOMES 


... THE SOMETHING NEW...SOMETHING WONDERFUL IN FINE CHINA...CREATED BY pnd Neen 
ee 


new Raymond Loewy designed patterns 
for both Rosenthal and Continental. 
New location! 


1954 PITTSBURGH CHINA AND GLASS SHOW why fine stores all over America are 
Carlton House (Rooms 826-827), Pittsburgh, Pa. enthusiastic about this new 





conception in dinnerware design. 
First showing! 
SOUTHERN JEWELRY SHOW wigs the supporting program of national 


Dinkler-Plaza Hotel, Atlanta, Ga. advertising and publicity. 


CHICAGO GIFT SHOW the most significant achievement in 
Palmer House (Rooms 942W, 944W), Chicago, Ill. fine china for 1953 topped for 1954. 


DALLAS GIFT SHOW. 
Baker Hotel (Lounge), Dallas, Tex. 


THE ROSENTHAL-BLOCK CHINA CORPORATION e 2) EAST 26TH STREET 


FOR JANUARY, 1954 
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129 














New "Capri" pattern in Gabriel porcelain 
appears in blue-green and copper color on 
a satin-finished body of eggshell color; 
the 5-pc. setting may retail for $8.25. 
From Winfield Pottery, of Pasadena, Cal. 


“Hobby” cups and saucers, with super-size 
12-oz. cups, are decorated with motifs of 
fishing, hunting, gardening, and yacht- 
ing, and they may retail for $3 apiece. 
From the Waertsila Corp., New York City. 
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Theyre New... 


Table-Top Fashions 


Popular since 1789, "Blue Chelsea’ pat- 
tern with periwinkle blue sprigs on white 
bone china, is also called "Grandmother's 
Ware;" 5-pc. setting retails for $13.75. Sold 
through Ridgway & Adderley, New York. 


Double love-birds figurine, beautifully 
modeled and fashioned in Spode bone china 
is hand-painted in bird's natural green 
coloring; 744" high, it retails for $16. 
From Copeland & Thompson, Inc., New York. 





Richly done in fine gold highlighted with 
touches of crimson, framed in gold lines, 
is this “Floreal'’ pattern in French Havi- 
land china; 5-pc. setting, $23.25 retail. 
From Haviland & Co., Inc., New York City. 


'Kingsmere''—bone china pattern by Royal 
Doulton has stylized floral in platinum 
circled by gray border and bands of plat- 
inum; 5-pc. setting retails for $23.75. From 
Doulton & Co., Inc., New York City. 
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and Home Accessori 





Done in two versions is this rose design 
with platinum edge band—"Marlys’ ap- 
pears in cocoa color and "Delrose’ is in 
pink; 5-pc. setting in either is $13.50 retail. 
By Flintridge China Co., Pasadena, Cal. 


Modern in styling, new coffee warmer is 
made of black wrought iron with a brass 
cover on Pyrex carafe; 8 to 12 ounces in 
capacity; set may be retailed at $3.49. 
From the Geo. Borgfeldt Corp., New York. 
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"Blue Butterfly'—new design in Rorstrand 
earthenware from Sweden has band of Styl- 
ized butterflies around the rim; complete 
dinnerware, 16-pc. set to retail for $13. 
From Fisher, Bruce & Co., New York City. 


"Argenta''—new pattern in Franconia china 
from Bavaria has Renaissance border done 
in tones of gray, finished with platinum 
trim; 5-pc. setting retails for $13.45. From 
Herman C. Kupper, Inc., of New York. 


New "Venetian" pattern in Rosenthal china 
has steel engraved rim design worked out 
in grays, with a platinum band at edge: 


5-piece place setting may retail for $17. 


From Rosenthal-Block Corp., of New York. 


Lazy Susan with heavy metal table mounted 
on ball bearings has Viteramic inserts in 
gay patio colors, guaranteed oven-proof; 
21" in width, the piece retails for $18. 
Made by Northington, of Los Angeles, Cal. 
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“Golden Fern’’—Fine Dinnerware 
By Heinrich & Co., Bavaria, Germany 
A NEW motif in fine dinnerware executed entirely in gold. 
Golden Fern imparts an air of dignity and refinement typify- 
ing the restraint of good taste. The handsome service pieces 
add lustre to its appeal. OPEN STOCK. 5 pe. place setting, 
retail $18.50. Write for details. 


EBELING & REUSS CO. 
Main Office: 707 Chestnut St. Philadelphia 6, Pa. 

















ode since 1770 


THE VW FINE ENGLISH 


DINNERWARE 











Made in England by W.T. CoPpELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 




















by MADELINE LOVE 
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HE word “fashions” is a relative newcomer to the 

tableware field. Feminine clothes and hairdos around 
the dinner or luncheon table have always changed with 
the passing seasons. But the table settings, themselves, 
remained rigidly correct, following a formula dictated by 
etiquette and utilizing styles of tableware inherited—often 
quite literally——from parents and grandparents. 


Many of these same styles are still in fashion, of 
course, and because of their basic good design. probably 
will be forever. But other styles—new and different and 
interesting—have become increasingly important during 
the past 15 years or so, and the whole concept of enter- 
taining has become simpler and less formal. The rigor- 
ously formal dinner requires not only the finest of table 
appointments but the finest in service, and there are few 
American homes in these servantless days in which it is 
possible to give such a dinner. 

But this decline of the ultra-formal table doesn't mean 
that entertaining has gone completely casual, that Ameri- 
can women are no longer interested in an attractive. well- 
set table. Every store which has ever conducted a table- 
setting contest knows how fascinating a subject it is to 
every woman involved in the contest, and how eager she 
is to find new combinations of color and texture and to 
create original decorative effects. 

In other words, she is interested in tableware fashion. 
And just as it is up to the fine dress shop to offer her the 
newest and best in clothes, so it is up to the china, glass 
and flatware retailer—you!—to present the newest and 


best in tableware. 
% * * 


Arwen J. DUNHAM, advertising and sales promo- 
tion manager of A. H. Heisey & Co., has been 
named director of sales, and it has been announced by 
Thomas C. Heisey, executive vice president, that coordi- 
nation of all sales will now be centered in the home office 
at Newark, O. 
This change follows the recent resignation of Fred 
Bosworth, formerly eastern division sales manager. whose 
eastern territory has now been assigned to Marc Tarter. 
The western part of Mr. Bosworth’s territory wiil still be 
served by Charles McGrath, and Joseph J. Lower remains 
in charge of the New York offices. 


Mr. Bosworth is now manager of the New York oflice 
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for the Duncan & Miller Glass Co., succeeding Oliver C. 
Graham, who recently resigned. His territory will include 
New York, Newark, Philadelphia, Baltimore and Wash- 
ington. . | 

Mr. Graham has left for Florida where he will form a 
sales agency with Richard D. Factor, formerly with 
Cladding. McBean & Co. Operating from Florida, the new 
company will cover the southeastern territory for Justin 
Tharaud & Son, Inc., the Lotus Glass Co., and Buehner- 


Wanner. 


FRANK X. QUINN 





we \. QUINN has been appointed Chicago manager 
for the Midhurst companies and Ridgway & Adder- 
ley, with headquarters at their showrooms in the Mer- 
chandise Mart. Mr. Quinn has been in the dinnerware 
business since the early 1930's, first with trade magazines 
in the field and later with the Crown Pottery Co. In his 
new position, he will be in charge of sales of Booth’s 
English dinnerware, Colcloughs English bone china tea- 
ware. Ridgway English dinnerware, Adderley bone china 





dinnerware, Royal York china, Johann Haviland and 
Villeroy & Bach, from Germany; and Hallcraft domestic 
dinnerware. 


% * * 





ONALD COPELAND (right), head of the Spede 
Works in England, presents a silver tray to Sidney 
k.. Thompson, president of Copeland & Thompson, Inc., 
American distributors of Spode china and earthenware, 
in commemoration of the thirtieth anniversary of that 
firm. The celebration of the anniversary took place in 
December. but the presentation of the tray took place last 
fall at a dinner given in Mr. Thompson’s honor while he 
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Only a silly goose would miss 


the REGISTERED CALIFORNIA GIFT and DINNERWARE SHOWS... 





a 
Ss 


SEE —_ 
nearly 100 


leading California lines... 
the pace-setters, the 
trend-makers... 

® CHICAGO 


Hotel Morrison 

January 31 through 
February 10 
2 Sundays to shop! 

Hours: 9 a.m.—6 p.m. 

Except Saturday, February 6, 
9 a.m.—] p.m. 










in CHICAGO 
and 


NEW YORK 


@® NEW YORK 


Hotel Vanderbilt 
February 21 through 26 
Another Sunday opening! 
Hours: 9 a.m.—6 p.m. 
Except Friday, February 26, 
9 a.m.—1] p.m. 


REGISTERED CALIFORNIA, INC., 805-806 Brack Shops Building, Los Angeles 14, California 
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Concentrate ALL your  -“4S+>* apie ee 
BOX purchasing in oF 
ONE ORDER... and 0 Aber eee 

get that order placed NOW ... for your own 
protection! 


Buy direct from factory. Save money. Beat rising 
costs and take advantage of quantity discounts. 
You get first choice of Pictorial’s exclusive new 
designs for your store. You can assure yourself 
of adequate supply at all times without risking 
disappointments in delivery. 


MAIL COUPON FOR CATALOG 


If you do not already have Pictorial’s Catalog, 
get your name on the list for the next edition. 
Select the boxes and wrappings you’!] 
need for the rest of the year and be 
ready to place your order when our 
salesman calls. 





PILTORIAL PAPER PACKAGE CORPORATION 


MART 232 SOUTH LAKE STREET 
AURORA. ILLINOIS 


“THE PACKAGE IS PART 
OF THE PURCHASE” 





15116 MERCHANDISE 
CHICAGO ILLINOIS 


me me ae i ree ©2222 eee e@eee Se ee eee eee e2e = @ = @ @ & «= ee 


(COUPON) 


Pictorial Paper Package Corp. 
232 So. Lake St. 


Aurora, Illinois 


As soon as it is off the press, please send 1954 
catalog of your complete line of Gift and Jewelry 
Boxes, Wrapping Papers and supplies. 
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was making his annual visit to the pottery in England, 
The tray is appropriately inscribed and engraved with 
the names of all of the directors of W. T. Copeland g 
Sons, Ltd., makers of Spode. 

In making the presentation, Mr. Copeland said: “Spode 


has been sold in America in unimportant volume for 150 
years before the establishment of Copeland & Thompson 


to present the ware directly to the merchants and people 
of the United States.” And he pointed out that from “g 
single room and one assistant, the firm has expanded to 
require a whole building and more than 50 employees,” 
* *& x 

H W. STEWART is now representing the Hudson Art 

¢ Importing Co., Inc., in the Mid-west and Western 
territories. Mr. Stewart will show the Royal Vienna 
Augarten lines of china dinnerware and accessories and 


the Hagenauer bronzes from Austria. 
% * %* 


More than 500 exhibitors—a record for this show~— 
will take part in the California Gift Show, to be 
held January 24 to 29 at the Biltmore and Alexandria 
Hotels, the Brack Shops and the Merchandise Mart. To 
take care of the increase, the show manager, George 
Pascoe, has arranged for an additional floor at the Alex. 
andria. At this hotel, too, will be the “Bird’s-Eye Room,” 
where the most-in-demand items from each exhibitor’s 


line will be shown in the Continental Room. 
$¢ 3? % 





ALBERT W. SAGE 





A LBERT W. (Woopy) Sace, who has had an extensive 


retail and wholesale experience in the china and 
glass fields, has joined the New York stafl of the adver- 
tising agency, H. B. Humphrey, Alley & Richards, Inc. 
Mr. Sage goes to the agency from the Royal Jackson 
China Co., where he was sales manager, and prior to that 
he was manager of sales and advertising for Castleton 
China, Inc. His retail merchandising experience was as 
buyer and manager of the china and glass department 
of E. J. Scheer, Inc., jewelers of Rochester, N. Y.; and 
with B. Forman Co., of the same city. 





Ceramic Miniatures 
(From page 128) 


types of merchandise, is not adaptable to jewelry. 

“The shadow boxes are set into the black paneling 
and are finished with gilded antique picture frames. Dull 
black silk lines the walls, and peacock blue the back- 
eround. 

“A draw-back, as far as their upkeep is concerned, 1s 
that they are at a level where they draw children’s atten- 
tion, and in a short time they accumulate many lollipop 
smears. The window washer who takes care of them 
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‘sher, Kruce és Co. 


Cordially invites you to visit 
our Showrooms at the 


Chicago Gift .™ 
Palesce enti Chicago 


February 1 — February 12 


Kooms 890-891: 
New and exciting lines of Im- 
ported Dinnerware and Gift 


Specialties 


840.— Onrofors Crysta lf 


Many NeW exclusive creations 


will be displayed 
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Sweden's famous Dinnerware 


and Extensive Gift Lines 
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350-380 S. RAYMOND 


PASADENA, CALIF. 
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sparkling platinum. Available in light green, cocoa, or grey 
on translucent ivory china. Standard or coupe shape as 
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FRUIT PLATES 


in Bavarian china from Carl Schumann have six 
different fruit groupings in brilliant colors, 
framed in pierced edge design. 

Stocked in three sizes to retail for: 


7”°—$1.25. 8”—$1.50. 934”—$2.50 


GEO. BORGFELDT 
CORPORATION 


| Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 





712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 




















FRANCONIA CHINA 


“One of Europe’s Finest...” 
ASPs 






Casa 


See ‘s 


60am ane 
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~ “SUMMER BLOOM” 

.. » New Modern Pattern 

A recent arrival from Europe, this new Franconia pattern, 

featuring the Snowball blossom, is accented with the finest 

platinum trim on pure white translucent china. 

5-pc. Place Setting with 1012” dinner plate: $9.95 

(Slightly higher South and W est) 

“Summer Bloom” is only one of the several new Franconia 

patterns available in open stock for immediate delivery and 

ideally suited for the jeweler. 


—Illustrated literature gladly sent upon request— 


39-41 W 23rd St. 
HERMAN C. KUPPER, INc. 44) WS ONY 


SEERA RR NORE cn ERR Ne 
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says they are always more messed up than any other 
glass on his route. 

“But they make good settings for the fine ceramics 
I have selected as attention getters. Surveys have deter- 
mined that the display artist has just seven seconds in 
which to catch the eye of passers-by. The items shown 
must have novelty and instant appeal to stop the public 
in that brief space of time. They should be of a quality 
in keeping with jewelry, and must be small and detailed.” 

One shadow box has a woods scene, with a ceramic 
tree and a log cabin as background. The floor of the 
box is draped with a long spray of artificial fern, around 
which are deer, rabbits, turtles, squirrels and a worm. 

Around the corner from the entrance, a second shadow 
box combines figurines in a musical theme. The center 
of interest is a kitten playing a piano, with an audience 
made up of other cats and a couple of mice. 

The third box is another woodland scene, with a 
pheasant feather laid diagonally across it. Two fairly) 
large ceramic pheasants are on one side of it, and squir- 
rels in various small sizes on the other. 

“T reserve the shadow boxes exclusively for quality 
ceramic miniatures that have winning ways about them, ” 
Gayer explained.” I also intermingle jewelry and ceramics 
in my windows. 

“T stock as much antique jewelry as I can, to bring 
into the store those who prefer it. 

“My windows, I find, are bringing in out-of-town cus- 
tomers. The ceramics | show are a tourist item; while of 
a quality not found in the dime store, they are inexpen- 
sive. In themselves they do not make very profitable 








sales. But the public will come in for such an inexpensive 
purchase; once in the shop, they often buy jewelry that 
adds up to a nice showing. They account, too, for re. 
peat sales. Miniatures make good conversation openers, 
I consider it most important that each item in the window 
bear a price tag. 


PIECES ARRANGED ARTISTICALLY 


“I always try to fill the window as much as possible 
and arrange the pieces artistically. I change the displays 
and clean out the windows every two or three weeks, and 
build around a specific idea. 

‘““A theme avoids a jumble of unrelated items. Special 
occasion windows, such as spring and fall openings, Rose 
Iestival week and Fairy Tale Parade, follow the theme 
chosen by civic committees for those occasions. Christ- 
mas and other holidays present their own inspirations, 
It is the in-between periods that make the display man 
rack his brain for ideas. 

“The modern window display must have elevation: 
the day of showing a flat assembly of jewels is past. The 
ceramics are helpful in this respect. In showing other 
merchandise, natural flowers are an attractive accessory. 
It is, however, difficult to use them with jewelry. I like 
to substitute artificial flowers that depart from the natural 
form and are exaggerated in size, or are in a material 
that does not approximate the real thing. For example, 
the morning glory vines I use in the main window are 
made of stiffened net. | also make effective use of drift- 
wood in this window.” 

“To make the most of his windows,” Gayer pointed 
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out, “a jeweler should keep them brilliantly lighted, not 
only during the shopping day but at night as well, the 
time when demand for an item often originates. My 
lights operate on an automatic switch which shuts them 
off at 11 o'clock. The cost of around $15 a month is 
quickly covered by sales that come from evening window 
shopping. The shadow boxes use 25 or 40 watt globes 
for overhead lighting.” 





Can You Top This? 


At Gem Jewelers, Leesville, Louisiana, a_ lady 
bought an alarm clock from the store and then re- 
turned it a few days later, complaining that the 
alarm on the clock did not ring properly. Jeweler 
Mickey Cohen kept the clock in the store and checked 
it every hour, allowing the alarm to go off. It worked 
perfectly for a period of two days. 

The lady took her clock home again, but returned 
it for the second time within a few days, saying it 
did not work as it should. Mr. Cohen then asked 
just what the specific trouble was. 

She replied, “I set the alarm to go off at 6 a. m. 
in the morning, yet it also goes off at 6 p. m.” 

Mr. Cohen says it took 15 minutes of explanation 
to make the lady understand why this happened, and 
then she wouldn’t admit for sometime afterwards 
that she was at fault and the clock was not. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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Unusual Ad Demonstrates How Jeweler 


Backs His Watch Sales 


P. C. Jean, Greenwood, South Carolina jeweler, ran a 
highly unusual newspaper ad last year promoting his 
watch repair services. The ad carried the heading, 
‘Actual Photograph.” Two illustrations were used; one 
showed a watch that had been taken completely apart. 
The second picture showed how the watch looked com- 
pletely assembled. 

The copy read, “This is the actual photograph of an 
Elgin watch that accidentally had been run through a 
washing machine. This shows how every piece had to be 
taken apart and every screw removed to repair the watch. 

‘Fortunately for the owner, it was bought at P. C. Jeans, 
and was protected by a twelve months’ (PERSONAL) 
unconditional guarantee against accidental breakage or 
setting wet, if returned in twelve hours. 

“This accident occurred late on Saturday afternoon. 
Had the watch not been cleaned and dried immediately 
it would have been a total loss by the time the store 
opened on Monday morning. 

“It paid the owner of this watch to buy at P. C. Jeans, 
a store which tries to make it pleasant and profitable for 
every customer. Nothing pleases us more than to see 
new faces in our store day by day. We treat everyone 
alike. 

“P. C. Jeans is the store where the timid boy can buy 
his girl friend a diamond just as his father can buy one 
for his mother on their Golden Anniversary.” 

















GOLD °¢ SILVER ° 


I 






Strictly Refiners 


acturers 


Not Manuf 
of Jewelry 


—W 


21 West 46th Street 





PLATINUM ° 
IRIDIUM * RUTHENIUM * RHODIUM *° OSMIUM 


W, solicit your Sweeps ze 


Filings—Scrap Gold and 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
* Est. 1895 


PALLADIUM 


Platinum—Metals 


WILL RECEIVE 
S ecial Attention 


New York 19, N. Y.i 
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stands behind their e eye-catching design 


SINCE 1907 ... 
@ superior materials @ lasting durability 





CIRCULAR-KEYSTONE 





BOO9DDSO99C609 
A half-century of skilled craftsmanship 
@ prover: sales-appeal. Send for catalog. 















1b ARCH CROWN TAGS, INC. 277 Halsey St. Newark 2.6) | 
OF YOUR 7 


807 
O CUSTOMERS 


HAVE OLD WATCHES! 


Guide them to an ''ORIGINAL"' 


TREASURE DOMEc.aces. 


@ Nationally Advertised @ Proven Sales 
Of everlasting GENUINE DUPONT LUCITE 

. break resistant . . . with crystal 
clearness seldom found in glass . . . with 
polished hardwood bases of mahogany, 
ieee or blond. An _ heirloom watch 
becomes a modern, useful timepiece. 
(Develop extra repair jobs.) 





NOW AVAILABLE AT YOUR JOBBER 
Tree or write Carol Beatty, Dept. 101-O, 


| Patent Pending Per Santa Monica Blvd., Los Angeles 46, 
alifornia. 
—- $4.00 KEYSTONE — 














—the Niash “CUFFMASTER, ’— 


TRADE MARK 


the finest 
cuff link 
back ever 
made 
for the 
Jewelry 
Trade 







*Patented Design 155,535. 
— Construction 2,472, - 


Infringers will be prosecuted. 
Available in gold, silver, gold filled, brass and other metals. 


NIASH REFINING C0. 116 NASSAU ST., NEW YORK 38 
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TAKE MY WATCH, 
BUT NOT MY 








is the way most jewelers feel about their 
favorite business paper. This respect and 
reader interest has been built up over 84 
years by JEWELERS’ CIRCULAR-KEY- 
STONE forthright policy of first deter- 
mining what the jewelry trade wants to 
know, and then delivering it—originally, 
interestingly, accurately and authorita- 
tively. Its editors work against the hard 
reality of dollars and cents—every article, 
in. effect, must help the jeweler make 
more money. Each month JEWELERS’ 
CIRCULAR-KEYSTONE must activate its 
field, must make things happen, help 
jewelers sell more, which in turn helps 
the manufacturers sell more. In a _ busi- 
ness where half the stores do 85% of the 
trade, JC-K concentrates on the leaders, 
with a paid ABC circulation of 15,229 
retail jewelers reading it . . . 80.56% 
renewing their subscriptions. 


BE CERTAIN 
YOU ARE BUYING 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Don't Do Business with anyone who rep- 
resents himself as a JC-K subscription 
salesman unless he has a letter of 
authority on JEWELERS' CIRCULAR- 
KEYSTONE stationery and also be sure 
to make out your check to THE 
JEWELERS’ CIRCULAR - KEYSTONE 

. not to the Representative. This is 
a double safeguard. 


Misrepresentations have come to our at- 
tention where jewelers, thinking they 
were being offered a subscription to JC-K 
find out later they have bought another 
publication. 


The Jewelers Circular-Keystone 
100 East 42nd St., N. Y. 17, N. Y. 
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Cleaving of the Cullinan 
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Cleaving the Cullinan --- Feb.10, 1908 


Next month marks the 46th anniversary of the cleaving 
of the Cullinan. Discovered in 1905 in the Premier Mine 
in South Africa, it is by far the largest diamond ever 
found. It was presented to King Edward VII on his 
66th birthday in 1907. 

The King sent the Cullinan to Amsterdam to be cut by 
the famous firm of |. J. Asscher & Co. The huge crystal 
was too large to facet as one gem. It showed three 
natural faces and one large cleavage face. 

On February 10, 1908, at 2:45 in the afternoon, Mr. 
Asscher placed the cleaving blade in the groove and gave 
one tap with a heavy rod. The steel blade split in two 
but the gem was unchanged. At the second try, however. 
the Cullinan fell apart exactly as planned. 











Store Guarantee Supports Watch Sales 


Since moving to a choice location on Washington Blvd. 
in Detroit, J. H. Garlick & Son jewelry store has followed 
a new watch merchandising practice. In dealing with 
a more wealthy clientele, emphasis is placed on styles and 
store guarantee, rather than exclusively on brand names. 


Usually the store displays only 25 watches in its win- 
dow, and sometimes as few as ten timepieces. Readil; 
noticeable is the fact that watches are carefully chosen 
for individual appeal, with less possibility of duplication 
in other outlets. 

All watches which make up the Garlick stock are 
carefully selected. Extremely advance styles make up 
most of the inventory, all in the moderate to better priced 
lines. At times, every watch shown in the display window 
may be the product of a different manufacturer. but each 
is sold on the same guarantee basis. 

“This has not been an easy idea to put across,” Richard 
Garlick remarked. “The most effective clincher, we have 
found. has always been stepping to the watch repair de- 
partment in the right-rear of the store, point out the size 
of our store, its complete technical equipment, and our 
long record in selling watches to the Detroit public.” 
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Stainless Steel Blades 


by gy ae ee plon 


For New Goods or Repairs 














A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 














NORTHAMPTON CUTLERY COMPANY e 





NORTHAMPTON 2, MASS: * ESTABLISHED 1871 














JANUARY SPECIAL 








“THIN AND 
aa ’ 


WATER-RESISTANT 
ALL STAINLESS STEEL 


or yellow/S.B. with RGP 
Expansion Bracelet 


17 JEWEL 


New, thin A.S. movement, sweep, inca., rad. dial (reg. or stick). 


Ladies’ yellow RGP/S.B., 17 jewel, Font 60, with R.G.P. 


expansion bracelet—also in round or square shapes. 
LY 


Men's yellow R.G.P./S.B., 17 jewel, A.S. with 


R.G.P. expansion bracelet—in various styles 





Fully Guaranteed 


All These 17 Jewel 
Giant Specials at 


$95 


Gift boxed, price tag & 
printed guarantee — $.75 
extra 


Get these terrific sellers today—beat the 
price-cutting competition with real promo- 
tional values. There's never been a buy like it. 
See our complete selection of highly styled, 
Terms: Net 30 precision crafted watches. 


— mn well- Ask for our 1954 full descriptive 
rate irms. Catalog, immediately. 
— erry 
send check, 

a. oe HYGRADE WATCH DIST. 
for C.O.D. 





580 FIFTH AVE., NEW YORK 36, N. Y. 
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Charles T. Evans Dies; 
Retired ANRJA Secretary 


Charles T. Evans, retired secretary of 
the American National Retail Jewelers 
Association, died December 2 at Clifton 
Springs Sanitorium in Utica, N. Y. He 
was 76 years of age. 

Mr. Evans, a native of Utica, was elected 
secretary of ANRJA in 1928, holding the 
post for 23 years. He also had served the 
association as president, vice president, 
treasurer and as a member of the executive 
committee. He retired as secretary of the | 
organization on October 1, 1951. | 

Mr. Evans graduated from Utica Free 
Academy and took several post-graduate 





courses at Columbia University. He first 
became associated with the jewelry trade 
when he went into a retail business with 
his father and brothers in Utica. 

A natural association man, he early or- 
ganized the Utica Retail Jewelers Asso- 
ciation. He later was instrumental in 
forming the New York State Retail Jewelers 
Association and served as its first president. 

Mr. Evans was a past master of Utica 





Speculations on Revenue 
Changes Rise as Congress 
Scans Various Proposals 


Any new taxes voted by Congress this 
year will probably be in the nature of 
excises on selected products, and are not 
likely to take the form of levies on sales— 
either at the manufacturing or retailing 
levels. It is entirely possible, however, 
that Congress will turn thumbs down on 
all proposals to create new taxes. 

Although plans for enacting either a 
national manufacturers’ tax or a retail 
sales tax are highlighting congressional 
debate this month on the Eisenhower Ad- 
ministration’s revenue problem, a check 
of political opinion at the Capitol suggests 
that a majority of Senate and House mem- 
bers are prepared to vote a flat “no” on 
each of these two sales tax proposals. 

The Administration’s search for new 
revenue has given rise to speculations that 
Congress may vote to apply federal excises | 
to some products not now taxed, such as 
household furniture, carpeting, and house- 
wares. While it is considered very doubtful 
that excises will be tagged to any of these 
products this year. there is much discussion 
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Chapter, R.A.M.; Utica Commandery, 
Knights Templar; Mohawk Valley Consis- 
tory, A.A.S.R., and Ziyara Temple, Nobles 
of the Mystic Shrine. He was also a 
member of the socially prominent Fort 


CHARLES T. 
EVANS 





Schuyler Club of Utica. He was one of 
the organizers of Utica Rotary Club, held 
membership for ten years in Buffalo Ro- 
tary, and was also a member of the Rotary 
Club of New York. 

In addition to his widow, Lulu Boyd 
Evans, he is survived by a son, Boyd, a 


eranddaughter and two great-grandchildren. 








under way at the Treasury and among 
members of the two tax-writing committees 
concerning the advisability of voting these 
new excises. 

The official disclosure by Budget Direc- 
tor Joseph M. Dodge that the Eisenhower 
Administration has abandoned hope of a 
balanced budget in fiscal 1955 (fiscal ’54 
already had been written off) points up 
the possibility of some new or higher taxes. 

Scheduled reductions in taxes are now 
in jeopardy, as a result of the government’s 
continuing gap between revenues and 
spending. A check of congressional opinion 
indicates that the planned cuts in _ indi- 
vidual income levies probably stand the 
best chance of going through as scheduled. 
But hope for the promised reductions in 
excise and corporate rates is definitely 
waning, both at the Treasury and within 
Congress. 

As a result of Mr. Dodge’s pessimistic 
forecast, influential Senate and House 
members are now talking about a four 
per cent cut in the corporate income rate, 
in lieu of the scheduled 10 per cent drop. 
It is considered entirely possible that the 
Administration will urge Congress to sus- 
pend all of the scheduled reduction. 

Canada’s booming tax collections—in 
the face of reduced revenue rates—are 
attracting alert attention at the Capitol. 





Spring to cut levies on business and indj- 
vidual incomes, as well as on excises, As 
a result, its tax “take” has risen steadily, 
Consumers have more money in their 
pockets, and retailers are benefitting. 

In Washington, congressmen are think. 
ing about tax reduction and are hoping 
for similar results. The possibility of 
“bonus” tax cut for individuals this year 
is under serious discussion in top Repub. 
lican circles. 

Both Republicans and Democrats are 
showing keen interest in a new Senate- 
House committee report which shows that 
revenue losses this year will not be as 
severe as had been expected, due to the 
scheduled rise in Social Security taxes, 
It is now believed that the revenue loss 
for first-half 1954 will be around $800 
million, instead of $1.3 billion as was 
predicted earlier. But President Eisen- 
hower wants Congress to postpone the 
higher Social Security tax. 


« — —_—_—» 


Fact Sheet on PX Abuses 
Nears Completion Stage 


Pre-Christmas activity in the Capitol 
slowed progress on the retailers’ fact sheet 
covering post exchange operations, but the 
outlook is for completion of the report not 
later than mid-January. 

In its final form the fact sheet will be 
expected to present in full detail, for the 
judgment of Congress, the existence of 
damaging competition between military- 
operated stores and civilian establishments. 

Reaction of American Retail Federation 
members to that part of the recent “Womble 
Committee” report touching on post ex- 
change and commissary privileges of armed 
forces personnel had not been fully as- 
sessed last month. The high-ranking com- 
mittee, headed by Rear Adm. J. P. Womble, 
Jr.. USN, made a study of factors believed 
to be reducing the attractiveness of mili- 
tary service as a career. 

Findings of the committee, as passed 
along to Dr. John A. Hannah, Assistant 
Defense Secretary for Manpower and Per- 
sonnel, contained the following passage: 

“The committee forthrightly urges the 
abandonment of the present policy of re- 
ducing compensatory benefits traditionally 
utilized by the services to supplement take- 
home pay . These benefits must be 
restored in full and complete effectiveness 
as an adjunct to service pay. This is 4 
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cheap budgetary price to pay and an abso- 
lute minimum essential if sufficient career 


personnel are to be retained within the 


services. a 
While the indication is obvious that the 


five-man committee advocates liberal opera- 
tion of post exchanges and commissaries, 
the findings do not commit Defense Depart- 
ment to a program of seeking a congres- 
sional guarantee on the existence of these 
Decisions on whether to support 
any or all of the committee recommenda- 
tions will have to come from Defense 
Secretary Charles E. Wilson, because of 
their probable bearing on policies of all 
the armed forces. 


stores. 


—_ —_—__ —__- 


Two Providence Jewelry Shows 
Planned for Wholesalers in May 


Plans are being formulated in Provi- 
dence for the May showings of fall jewelry 
lines for the convenience of the wholesaler. 

The program will open with an eight- 
day showing sponsored by the New England 
Manufacturing Jewelers & Silversmiths 
Association in the Providence Sheraton- 
Biltmore Hotel. 

This period will include two weekends. 
opening at 9:00 A. M. on Saturday. May 1. 
and continuing until midnight, Saturday. 
May 8. 

Following from May 9 through May 20, 
a similar showing will be held under the 
auspices of the Manufacturing Jewelers 
Sales Association, Inc., also in the Provi- 
dence Sheraton-Biltmore Hotel. 

In November, the two associations held 
simultaneous showings. 


—_— ——_ — — 


White House Defers Action 
On Fine Glassware Imports 


The question of whether import duties 
on fine glassware, chiefly from Germany, 
are to be increased by invoking the escape 
clause under the reciprocal trade agree- 
ments obviously won't be answered for 
some time to come. 

Last month, the White House sent the 
Tariff Commission’s report of its investi- 
gation into the matter back with the re- 
quest that further study be made so the 
president “would be in better position to 
make a final decision.” The commission 
had deadlocked 3-to-3 on the problem and 
tossed it to the White House for action. 

There are significant points attached to 
the White House action, however. The 
trade had been looking to this decision for 
a hint as to future administration action 
on other pending requests for invocation 
of the escape clause. 

Although President Eisenhower is known 
to favor increased world trade in general, 
it was made clear by the glassware action 
that he isn’t going to adopt any set tariff 
policy until an administration commission, 
now studying the subject, makes its report 
early this year. 

It is also indicated that other things 
besides current volume of imports and 
immediate effect or impact will be taken 
into consideration before giving a green 
light to restoring previous tariff rates. 

For one thing, the White House sug: 
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gested that the commission look into 
whether the import increase lies with 


higher quality or cheaper categories. Per- 
haps more important, the White House 
suggested a study of changing consumer 
preferences with regard to influencing a 
greater flow of imports to retail shelves. 

With respect to glassware, it was pointed 
out that the goods are largely handblown 
products. In view of expansion of machine- 
made production, it was said, it would be 
well to know what effect domestic mechani- 
cal production is having on the domestic 
handblown industry. 


Gruen Watch Company 
Elects New President 


Morris Edwards, of Cincinnati, was 
elected president of the Gruen Watch Co. 
on November 13 to succeed Benjamin S. 
Katz, who recently retired from active 
duty. 

Since 1948, Mr. Edwards has been presi- 
dent of the Cincinnati Transit Co. and 
Line Co., 
the presi- 


its subsidiary, the Ohio Bus 
accept 


ofices he resigned to 


MORRIS 
EDWARDS 


Named 
President 
of Gruen 

Watch Co. 





dency of Gruen. Before joining these 
companies in 1944 as vice president, he 
was executive vice president of the Cin- 
cinnati Chamber of Commerce for seven 
years, and president of that organization 
for three terms, immediately following the 
last World War. 

Before going to Cincinnati in 1937, he 
was associated with the United States 
Chamber of Commerce for nine years, as 
a tax consultant and as associate publisher 
of the Chamber’s magazine, Nation’s 
Business. 


Eighty-Year-Old Jewelry Firm 
Nears End of Its Existence 


The J. A. Foster Co., one of the leading 
retail jewelry stores in Providence, is 
nearing the end of its existence after 
serving the community for about 80 years. 

The business was purchased by Gerber’s 
Inc. last summer and was operated by the 
new owners for a time. Early in Novem- 
ber, however, plans were made to _per- 
manently close the store, a landmark for 
many years on south Dorrance St. 

For the past month an effort has been 
made to sell the merchandise preparatory 
to the closing of the establishment. The 
first week merchandise was offered at 
reduced prices to persons who had been 
issued invitations by mail. Since that time 
the sale has been open to the public. 


| 
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Jewelry Credit 
Group Organized 


Twenty manufacturers and distributors 
of watches, jewelry and silverware, with a 
combined annual sales volume estimated at 
$280,000,000, are charter members of the 
newly organized Jewelry Credit.Group of 
the New York Credit Group Service, Inc., 
an afhiiate of the New York Credit & Fi- 
nancial Management Association. 

Carl Avner, comptroller and assistant 
secretary-treasurer of the Helbros Watch 
Co., Inc., has been elected chairman of the 
new group, with J. A. Brandt, comptroller 
of Louis Aisenstein & Bros., Inc., vice- 
chairman. Also on the governing committee 
are Sydney X. Davis of Davidson & Sons 
Jewelry Co., Inc.; Kenneth E. Caie of J. R. 
Wood & Sons, Inc., and Henry S. Tholen 


of Hamilton Watch Co. 


The purpose and objective of the Jewelry 
Credit Group, it was said, is to provide 
members with opportunities to exchange 
credit information in a systematic and con- 
fidential manner “in order to increase sales 
volume while protecting accounts receiv- 
able.” At regular monthly meetings, group 
members will exchange and discuss ledger 
experiences on their accounts. 

“Credit is one of the most important 
factors in this industry,” Mr. Avner said, 
adding that a characteristic of the indus- 
try was that manufacturers and distributors 
frequently will have more capital—repre- 
sented by merchandise—invested in a re- 
tail store than the retail merchant's own in- 
vestment. 

Another feature of the industry’s opera- 
tions is that credit terms to retail mercliants 
are substantially longer than those prevail- 
ing in other lines of business. “Jewelry 
suppliers feel that they are investing in 
their customers’ business futures,” Mr. 
Avner said, “and for this reason they are 
usually willing to grant credit terms which 
invariably stretch over longer periods of 
time than those found in other industries. 
In this situation, it is vitally important 
that the credit policies and operations of 
the industry be conducted with the maxi- 
mum amount of credit information and the 
full, confidential exchange of ledger ex- 
perience.” 

Members of the Jewelry Credit Group 
aie: Louis Aisenstein & Bros., Inc., Axel 
Bros., Inc., Benrus Watch Co., Bruner- 
Ritter, Inc., Bulova Watch Co., Cyma Watch 
Co., Inc., Davidson & Sons Jewelry Co. Inc., 
Elgin National Watch Co., Flex-Let Cor- 
poration, The Gruen Watch Co., Hamilton 
Watch Co., Helbros Watch Co., Inc., 
Jacques Kreisler Mfg. Corp., Walter Lampl, 
Inc., L. Luria & Son, Inc., Norman M. Mor- 
ris Corp., National Silver Co., Oneida Ltd., 
K. Polishook & Son Corp., J. R. Wood & 


Sons, Inc. 


Zuber Opens New Akron Store 


Early in December, H. T. Zuber opened 
a new retail jewelry store at 749 Copley 
Road, Akron, Ohio. Special promotional 
events highlighted the formal opening. 
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President of MJSA 
Honored at Testimonial 


John A. Cerrito, recently re-elected presi- 
dent of the Manufacturing Jewelers Sales 
Association, Inc., was honored by members 
of the association at a dinner in Lindsey’s 
Tavern, Lincoln, R. 1., on December 7. 

The affair was attended by 400 members 
and guests of the association, including 
United States Senator John O. Pastore, 
Congressman Aime J. Forand, Rhode 
Island State Senator William Davies Jr., 
and Mayor Charles F. Reynolds, of Paw- 
tucket. 

Armand H. Cote, Rhode Island Secretary 
of State, was toastmaster. The political 
guests, together with Thomas A. Monahan, 
executive director of the Rhode Island 
Development Council, lauded the associa- 
tion and its president for the part it has 
been playing in the marketing of Rhode 
Island-made jewelry. 

Senator Pastore termed the _ associa- 
tion’s program a progressive one. Mayor 
Reynolds, Senator Davies and Congressman 
Forand congratulated the group on its 
contribution of imagination and thinking 
to a vital Rhode Island industry. 

Particular praise was given for the asso- 
ciation’s part in sponsoring jewelry buying 
weeks in Providence. These events, it was 
said, have brought buyers to Rhode Island 
from all parts of this country and many 
distant points as well and have done much 
to level off the peaks and valleys of pro- 
duction and employment and helped to 


} 
| 





bring stability and economic health to the 
Rhode Island area. 

The guest of honor was presented a 
sound motion picture projector, camera 


and screen. 


JOHN A. CERRITO 


President 
of Manufacturing 
Jewelers 
Sales Association 





In charge of the arrangements was a 
committee headed by M. Robert Parrillo 
and Joseph F. Esposito, co-chairmen; 
Anthony Rossi, Joseph F. Martelli, Harry 
R. Auerbach, Kenneth E. Randall, William 


Regelmann and Helene DiPalma. 


Sampson Heads Fund Drive 


Samuel Sampson, president of Swank, 
Inc., has accepted the chairmanship of a 
fund-raising campaign on behalf of the 
New York Arthritis and Rheumatism 
Foundation. 

Appealing for support for the Founda- 
tion, Mr. Sampson pointed to the four- 
point program of clinic establishment and 
support, research, rehabilitation and 
medical and public information which the 
foundation carries on. 








SS 2 Pen 5 


Supremely sophisticated and luxurious, 
yet wholly practical in their simplicity, are 
the new showrooms and executive offices of 
D. Lisner & Co., manufacturers and im- 
porters of costume jewelry at 393 Fifth 
Ave., New York. 

Many architectural innovations and new 
design treatments are to be noted in the 
new quarters. A deft use of 15-foot mirrors, 
and glass room dividers framed in natural 
toned Korina wood, help achieve a spacious 
look. 
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LISNER & CO. OPENS LUXURIOUS NEW SHOWROOMS 





Core of the design plan is the reception 
room (shown above), entered directly from 
the elevators. All offices, salesrooms and 
other units fan out from this center spot. 
A dramatic mirrored wall panel, encrusted 
with garlands of pearls, shells, branches of 
coral, and strands of sea weed, is the focal 
point of this room. 

Glass vignette type showcases are set in 
the glass room dividers which separate the 
reception area from the salesrooms. 











Knight is Guest Speaker 
At New Jersey RJA Convention 


“How to Convert from a Cash to Credit 
Operation” was the title of an interesting 
talk delivered by Robert Knight, sales 
manager of the Jewelers Acceptance Cor. 
poration, at the November meeting of the 
New Jersey Retail Jewelers Association, 

When converting from a cash to credit 
operation Knight told his audience, “money 
and a good reputation are necessary and 
common sense is desirable.” He pointed 
out that it is much easier to sell on credit 
than it is to collect. 

Knight emphasized the necessity for care. 
ful credit screening and strong collection 
follow-up. He referred to these elements as 
being “the lifeblood of a retail credit op. 
eration.” He urged credit jewelers to apply 
a service charge to cover additional operat. 
ing costs and to broaden their markups by 
discounting the purchases and taking ful] 
alvantage of cash buying opportunities, 


Lauschke and Wahlen Address 
Students at Training Service 


Representatives of two precious meta] 
refining companies addressed watchmaking 
students at the Jewelry Training Service 
on Monday evening, November 23. 

Sharing the speaker’s platform were Al 
Lauschke (Handy & Harman, Inc.) and Al 
Wahlen (Goldsmith Brothers Smelting and 
Refining Co.) who discussed the purchas- 
ing of old gold and the problems occuring 
in estimating its value. Also covered in 
their talks were gold and silver trade marks 
and the value of precious metals. 

The Jewelry Training Service is a non- 
profit school teaching watch repair and 
other jewelry skills. It is operated by the 
jewelry industry and is sponsored by the 
three large jewelry trade organizations in 
Chicago. The board of directors of the 
school is composed of 23 leading jewelers 
in the Chicago area. 


Senate Unit Asked to Hold 
Hearings on Free Sale of Gold 


A Senate committee has been asked to 
hold public hearings this month on pro- 
posals to permit the free sale of gold 
within the United States. 

Sen. Pat McCarran (Nevada Democrat) 
and Rep. Clair Engle (California Demo- 
crat) have asked the Senate Banking & 
Currency Committee to hold hearings on 
legislation they are sponsoring to end the 
discrepancy between the U. S. price of $35 
per ounce and the much higher world price. 


Black Heads Sheaffer of Canada 


Leon H. Black, who since last May 
has served as general manager of the W. A. 
Sheaffer Pen Co. of Canada, Ltd., has 
been elected president and a director of 
the Canadian company. 

The company’s directors elected Black 
to succeed Admiral W. V. Saunders, who 
recently resigned to enter business for 
himself. The new president will make his 
headquarters at the new plant in Goderich. 
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Every jeweler will find profit-making power in 
the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 
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NJA Voices Disapproval 
Of Statement by ARF 
On Federal Sales Tax 


The National Jewelers Association has 
expressed disagreement with provisions 
included in a “Statement on a Federal 
Saies Tax” issued by the Amercan Ketail 
Federation, the overall body of retailing. 
The NJA says among other things, “sl 
cannot accept a tax policy based on the 
idea that ending discrimination in excise 
taxes and reducuon in government expenua- 
itures are inseparable.” 

When the Retail Jewelers Tax Com- 
mittee was formed it announced that it 
would seek excise tax relief through elum- 
ination of discrimination in taxation. The 
NJA, which is affliated with the American 
Retail Federation, approved the position 
taken by the Retail Jewelers Tax Com- 
mittee and pledged wholehearted cooper- 
ation. It is logical, therefore, that the NJA 
now should dissent from the ARF’s state- 
ment on a federal sales tax. 

According to the NJA, the ARF brushes 
aside the matter of ending discrimination 
in excise taxes by declaring that at this 
time no attempt should be made to impose 
a broad-base sales tax at any level and 
no new items should be added to the list 
of articles subject to the present excise 
taxes. 

The NJA particularly takes exception 
to the ARF’s statement that the present 
20 per cent tax on jewelry, furs, luggage 
and cosmetics “should be reduced as soon 
as government expenditures can be reduced 
to a similar extent.” 

“Fairness requires,” says the NJA, “that 
the federal tax burden be distributed 
evenly so that every segment of business 
will pay its share, and only its share. 
of the money needed to run the govern- 
ment.” 


Jeweler's Photos Make Papers 


Walter Billings, of Billings, Inc., jew- 
elers of Andover, Mass., as a member of 
the Boston Press Photographers Associa- 
tion, makes photography his hobby. Dur- 
ing the recent devastating northeast storm, 
he took many pictures along Rye Beach 
and in Portsmouth, N. H., some of which 
made papers in Oakland, Calif., where 
Mr. Billings’ daughter lives. 


Sheaffer May Reprice Pens; 
Renews Gleason TV Show 


The Sheaffer Pen Co. has announced that 
it will reprice its merchandise to permit 
dealer markup on the manufacturers’ excise 
tax on writing instruments if Congress 
fails to grant an early termination of the 
tax. Sales vice president R. H. Widden 
said Sheaffer considers the tax a part of 
the cost of goods. However, as long as 
the possibility of a terminal date for the 
tax appears good, the company will delay 
re-pricing. 

Sheaffer also announced that it has re- 
newed its co-sponsorship of the Jackie 
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Gleason Show on CBS-TV for a period of 
26 weeks. According to Don A. Reed, 
advertising manager, Sheaffer is convinced 


that TV is one of its best media for 


demonstrating and selling the Snorkel pen. 


LINKED TO FASHION 





Over-sized cuff links, a popular new fashion, 

double on this. shirt, which uses two on each 

of its stitched cuffs. The links are twisted 
gold with colorful stones. 





Named V. P. 
of Arvin 
Industries 


JOHN C. 
MARSHALL 





Election of John C. Marshall as a vice- 
president of Arvin Industries, Inc., and his 
appointment as director of sales for the 
firm’s radio-television sales division were 
announced recently by Harlan B. Foulke, 
company vice-president. 

Taking employment with Arvin in 1928, 
Mr. Marshall has spent his entire business 
life in sales work. For the past several years 
he has been director of sales of the firm’s 
special products division. 


New Airlines Terminal 
Runs on Sessions Time 

Thirty-eight big Sessions clocks mark 
the departures and arrivals of the 21 
carriers represented at New York’s new 
East Side Airlines Terminal which opened 
December 1. These 21 include 10 domestic 
lines and 11 foreign flag carriers. 

The Sessions clocks, big 15” wall clocks 
with spun aluminum dials and bronze cases, 
have been installed over every ticket 
counter and in lounges, restaurants, etc., 
throughout the terminal. A master control 
system, coordinating the 38 clocks, in- 
sures their accuracy to those for whom 
time is of the essence. 

Passengers leaving New York via La- 








made for any of the previous shows. 


Guardia, Newark or Idlewild Airports are 
cleared through the new terminal, located 
on First Ave. between 36 and 37 Sts. All 
busses for these airports now depart from 
the new terminal. An expected four tg 
five million people will use the termina] 
in its first year, according to the Ty. 
borough Bridge Authority, under whose 
auspices the project was built. 


Lavan Named Show Chairman 
Of ‘Jewelry Market Week' 


The board of directors of the Manufac. 
turing Jewelers Sales Association has desig- 
nated Joseph Lavan, vice president of the 
organization, to act as show chairman for 
“Wholesale Jewelry Buyers’ Market Week.” 
The event will be held May 9 to 20 at the 
Sheraton-Biltmore Hotel in Providence. 

Mr. Lavan has been a key figure in pre. 
vious jewelry showings conducted by the 
association. 

Although dates for the May showing 
were only recently announced, it was stated 
that available rooms on the four floors 
allotted to the association have been more 
than matched by applications. Many lead- 
ing manufacturers who did not participate 
at past shows are said to have made space 
reservations for the May event. 

Arrangements are to be made by the 
association so that more accommodations 
will be available for buyers than were 
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5/2" x 11" GLASS DOMES for 
Covering CLOCKS—Now Only 
$2.50 each Wholesale. Packed 
individually in specially designed 
cartons suitable for mailing. 


CRYSTAL GLASS TUBE 
& CYLINDER COMPANY 


7317 SOUTH CHICAGO AVE. 
CHICAGO 19, ILLINOIS 
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Diamonds Add Dazzle to Attire 
At Met Opening in New York 


Famous names of many countries dom- 
inated the opening night audience at New 
York’s Metropolitan Opera and the clothes, 
which were among the most beautiful seen 
‘, many seasons, were designed by an 
international group of famous 
names. However, no matter whether their 
gowns were designed by the Spanish 
Balenciaga, the French Dior or the Italian 
Fontana, the majority of the famed ladies 
of the audience obviously preferred dia- 
monds to add the brilliant touch to their 


equally 


attire. 





One of the Met's own stars, Marguerite 

Piazza, shines on the audience side of the 

footlights opening night in a _ bejewelled 

potrait gown complemented by a diamond 

coronet, necklace and earrings and diamond 

shell clip worn at the waistline of her eve- 
ning greatcoat. 


Martha Percilla, fashion director of the 
Jewelry Industry Council, describes the 
jewels worn by the large audience who 
heard Gounod’s “Faust,” as being “more 
plentiful and more beautiful” than she 
has seen in a long time. The number of 
new pieces of diamond jewelry were espe- 
cially notable, according to her, as were 
the number of coronets and tiaras worn 
by prominent ladies at the opening. 

Virtually all the well dressed women 
who sat around the Met’s Diamond Horse- 
shoe to hear and see the new production 
of “Faust” chose long gowns, and their 
elaborateness, like that of their jewels, 
made real fashion news for the throngs 
of sightseers, reporters and photographers 
witnessing the event. 


Linmark International 
Expands Operations 


The Linmark International Corp. is ex- 
panding its importation and sale of fine 
cultured pearls to the U. S., it was an- 
nounced by V. Walter Shriro, executive 
vice president of the firm. As a step in 
this direction, Morton D. Glassman was 
named sales manager in charge of opera- 
tions in the U. S. His headquarters will 
be at 276 Fourth Ave., N. Y. The Gramercy 
Advertising Co., 30 Central Park South, 
N. Y., has also been appointed .to handle 
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Linmark’s advertising, merchandising and 
publicity. 
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Electric Housewares Industry 
Plans Start of ‘54 Campaign 
With the kickoff of the 1954 year-round 


Electric Housewares Gift Campaign sched- 
uled to take place at the January House- 
wares Show in Chicago, the electric house- 
wares industry confidently expects the 
continued acceptance and active support 
of the 50,000 dealers who participated in 
the 1953 program. This was announced re- 
cently by a spokesman for the Electric 
Housewares Section of the National Elec- 
trical Manufacturers Association at its 
annual convention in Atlantic City, N. J. 


rr ————— a SS 


“should have had 


one ten years sooner!” 


“one of the best in- 


vestments | could make!” 





At the same time it was announced that 
G. W. Orr (John Oster Mfg. Co.) has 
been elected chairman of the Electric 
Housewares Section for 1954, succeeding 
Stanley G. Fisher (Landers, Frary & 
Clark). W. H. Dennler (General Electric 


Co.) was elected vice chairman. 


Krauss Jewelers Incorporate 


Krauss Jewelers, located at 546 Merchant 
St., Ambridge, Pa., were incorporated on 
November 1. Incorporation papers listed 
the following as officers: Phillip B. Krauss, 
president; Sarah H. Krauss, treasurer, and 
Harold Roth, secretary. 





EVERY SMALL JEWELER CAN AFFORD THE NEW HERMES 20/7 
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Pay out of profits — Convenient time payments 


Smaller neighborhood jewelers and 


repair shops report 


faster service, extra profits when they install a compact 


New Hermes Engravograph. Costs little 


easy to pay for 


out of profits. Easy to operate... anyone can do profes 


sional engraving right from the start. 


NEW HERMES ENGRAVING MACHINE CORPORATION 


13-19 University Place ° 


Write for Booklet 





New York 3, N Y 
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Kurjan's Stage Formal Opening 
Of Enlarged Youngstown Store 


A long established downtown jewelry 
firm in Youngstown, Ohio, Kurjan’s 
Jewelers, 15 S. Hazel St., held a grand 
opening of its newly enlarged store 
recently. 

The store, at its present location 15 
years, has more than doubled its floor 
space and features air conditioning and 
unique lighting features. 

Victor B. Kurjan said the business will 
continue to emphasize jewelry merchan- 
dise not generally available in other stores, 
plus specialization in jewel remounting, 
and special order work. Mr. Kurjan is 





president of the Northeastern Ohio Gem 
Study Group. 


MJSA Resolution Would Dub 
R. |. "The Jewelry State’ 


The board of directors of the Manufac- 
turing Jewelers Sales Association has of- 
ficially endorsed a resolution to be intro- 
duced in the Rhode Island State legis- 
lature which would call for the words, 
“The Jewelry State,” to be inscribed on 
all Rhode Island motor vehicle license 
plates of future issue. Announcement of 
the board’s action was made made by 
John A. Cerrito, association president. 

The MJSA is composed of leading cos- 
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1606-Z Cahuenga Bivd., Hollywood 28, Calif. 








tume jewelry manufacturers and many. 
facturers’ representatives in the Providence 
area. 





ANPA Offers New Presentation 
On Retail Advertising 


The 1953-54 edition of the “Annual Time 
Table of Retail Opportunities,” mailed tp 
1,000 daily newspaper members by the 
American Newspaper Publishers Associa. 
tion, features a special presentation, ep. 
titled “Why Take a Chance When Yoy 
Can Take a Profit.” 

To the retailer, this publication offers 
a presentation which establishes the relj. 
ability of importance of seasonal sales 
patterns as a guide to advertising timire 
and a book of statistical facts, wna 
enables retailers to pin down these pat- 
terns on a regional basis. 








Appointed 
V. P. of 
Helbros 

Watch Co. 


LARRY 
PRIGOZEN 


William Helbein, president of the Hel- 
bros Watch Co., announced recently the 
appointment of Larry Prigozen, who was 
formerly sales manager, to vice president 
in charge of sales. 

Mr. Prigozen started his career in the 
jewelry field in 1936. In 1938 he became 
a member of the sales force of the Helbros 
Watch Co., after which he entered the 
U. S. Army and served in World War Il 
for a period of four years. Upon his dis- 
charge he rejoined the Helbros sales force 
and was appointed sales manager in 1950. 


Faussett Auction Big Success 


Thomas J. Faussett, well-known auc- 
tioneer of Howell, Mich., conducted an 
estate auction recently which attracted 
big crowds. 

The sale was held by Harold Sutton, 
administrator of the late Harvey P. Sutton 
of McCook, Nebr. The late Mr. Sutton, in 
addition to being a leading jeweler, was 
a musician of great skill. 

In complimenting Mr. Faussett on the 
successful sale, the administrator said 
that he lived up to the recommendations 
given him by many leading jobbers and 
manufacturers. 





Brockton Jeweler Moves South 


Roger Dumont, jeweler of Brockton, 
Mass., who recently visited his daughter 
Janet, now on television with station 
WFTL, Fort Lauderdale, Florida, and 4 
son now at Admiral Farragut Academy, St. 
Petersburg, has sold out his Massachusetts 
store, and has moved to the south 
permanently. 
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Cedar Rapids Watchmakers 
Elect N.A. Bast President 


At a meeting held November 19, the 
Cedar Rapids (lowa) Watchmakers Guild 
elected the following officers: President, 
N. A. Bast (Schaefer Jewelry Co.); Vice 
President, Robert C. Plank (Killian Co., 
Inc.) ; and Secretary-Treasurer, Willa J. 
Dickens (Herteen & Stocker), lowa City. 

New board members are: Richard 
Dickens and Don C. Spaight (both of 
Okinow’s); Willard Probasco (Probasco 
and Ted Trefny (Prastka 


Jeweler), 


Jewelers). . 
Sales personnel of the various stores 


were invited to this meeting to hear the 
interesting talk on selling given by Neal 
Schenet of Elgin National Watch Co. 





Cedar Rapids Jeweler Awards 
Tickets for Honeymoon Trip 
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Louis Bugenstein (right), owner of the 
Star Jewelry Co., Cedar Rapids, Iowa, 
presents tickets for a free honeymoon trip 
to Mr. and Mrs. Lloyd E. Elson of Todd- 
ville, Iowa. They were adjudged winners 
of the first of three honeymoon trips in a 
promotional campaign sponsored by Phil 
G. Ruvelson, Inc., creators of Guild Art 
diamond rings, throughout the upper mid- 
west. 


Railway Express Pact Renewed 


Express shipments for major railroads 
are to be handled for another 20 years 
by Railway Express Agency. A renewed 
agreement between REA and the roads 
has approval of Interstate Commerce Com- 
mission. Present contract held by REA 
expires March 1. New one, calling for no 
major operational changes, will run 
through 1973. 


mw eee 


S. Green Named President 
Of Michigan-Ohio AGS Guild 
Members of the Michigan-Ohio Guild of 


the American Gem Society met November 
16 in Dearborn to elect new officers for the 
ensuing year. 

Named as president was Stewart Green 
of Mt. Clemens, Mich. Others elected were: 
Walter Gray of Wayne, Mich., secretary, 
and Lester Grimord of Ann Arbor, Mich., 
treasurer. 

Charles Lesch (Traub Mfg. Co.) was 


unanimously elected publicity chairman 
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for the guild to promote the annual con- 
clave of the American Gem Society which 
will be held April 4 to 6 at the Hotel 
Statler in Detroit. 





Wisconsin Jewelers Guild 
Elects Tietz President 


Maynard Tietz of Janesville was elected 
president of the Southern Wisconsin Jew- 
elers Guild on November 24 at a meeting 
held at the Hotel Hilton in Beloit. 

Other officers elected were: Wesley Howe, 
Beloit, vice president, and Paul R. Ander- 
son, Beloit, secretary-treasurer. 

Guests and speakers at the meeting in- 
ciuded Wm. Kilb (Kilb-Beck Co.), Mil- 


waukee; Orville Oestreich, Horicon, trea- 





surer of the Wisconsin Retail Jewelers As- 
sociation, and B. W. Heald, secretary of 
the Wisconsin RJA. 





Heavy Tissot Advertising 
By Holzer Watch Co. 


The Tissot watch was advertised again 
in Life by the Holzer Watch Co. in order 
to round out Tissot’s last fall advertising 
campaign, which has included insertions 
in Life, Esquire, Harper's Bazaar, V ogue, 
the New York Times Magazine and Holi- 
day. The advertisement featured Tissot’s 
“Century” date automatic, which the com- 
pany considers the proudest achievement 
of its century-old heritage. 











Want your share 


of a 4 
Million Dollar 
Saving ? 





coe J. M. POLICYHOLDERS HAVE SAVED 
OVER A MILLION DOLLARS....... 





HERE’S YOUR CHANCE TO GET YOUR SHARE OF THIS BIG SAVING 


Take advantage of the 30% saving enjoyed by 
J.M. policyholders. We select your insurance 
partners carefully (preferred risks only) ... 
our loss ratio is low . . . the saving is yours. 










INSURE WITH JEWELERS MUTUAL 
x YOUR OWN COMPANY KNOWS 
or YOUR INSURANCE PROBLEMS BEST 





Why don’t you compare J.M. cover- 
age and cost with any other insurance 
offer? You'll find, as thousands have, 
that your money buys more and 
better coverage with your own 
company. You save because . . J.M. 
employs no salesmen . . J.M. has a 
very low loss ratio . . . the resulting 
savings are returned to you as a 30% 
dividend saving. Also, you will have 
the strongest, most complete forms 
of insurance protection possible... 
designed solely for jewelers and 
those in allied fields. 


WRITE TODAY for free 
booklet outlining your 
complete coverage and 
remarkable saving. No 
obligation. 


sil Jewelers Mutual wsvranc company 
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Albert Bookbinder (Benrus Watch Co,); 
Jewelers Pledge Support Samson Hittner (Bulova Watch Co.), and 
M. Michael Tolkin (Longines-Wittnayer 


Of Federation Campaign Watch Co.). The presentations of special 


testimonial scrolls to the three guests of 


NOTICE TO JEWELRY 
RING 








Baie : honor was made by Norman M. Morris 
and At Fund Raising Dinners (Norman M. Morris, Inc.), division chair. 
WATCH Various segments of the jewelry industry » More than 200 members of the costume 

contributed generously to the 1953 cam- ; re bled N 
MANUFACTURERS! paign of the Federation of Jewish Philan- pr eee ae ont 
thropies of New York at fund-raising din- dance on behalf of Federation. Guest 
BUY WHAT YOU NEED! ners held during the past two months. speaker at the dinner was Louis Nizer, 
Federation’s Diamond and Precious Stone distinguished attorney, who revealed that 
Division at its dinner on November 17, at Federati has recently completed $33. 
: ’ ederation S y pleted 333, 
DON'T TIE UP YOUR the Savoy-Plaza, honored Adolph Dresner, 000,000 worth of new building projects and 
" president of the Diamond Center, and Jack has added 54 new facilities to its instity. 

MONEY IN INVENTORY! Sigman, president of the Diamond Dealers tions. 

Club. Both were presented with specially Milton Weill (Arrow Mfg. Co., Inc.) 


HOLLAND-BELGIUM DIAMOND engraved scrolls attesting to their inspiring president of the Federation of Jewish Phil. 
IMPORTING INC. is in o position leadership of their respective clubs. Joseph anthropies of New York, was guest of honos 


H. Baumgold (Baumgold Bros., Inc.), at a dinner tendered him by his friends 





ia render you valuable assistance chairman of the Diamond Division, pre- celebrating his three-year tenure of office 
in planning for your annual produc- sided at the dinner. as Federation president. The dinner was 
tion. We import loose diamonds The Watches, Accessories and Jewelry held on December 16 at the City Athletic 
os + reliabl 4: Wholesalers and Retailers Division held its Ciub. Presiding at the affair was Harry D, 

m me most renable Culting cen- annual dinner on November 19 at the Essex Henshel (Bulova Watch Co.), honorary 
ters abroad. This gives you the ad- House. The dinner was a testimonial to chairman of Federation’s Jewelry Division. 


vantage of getting your goods at 
attractive market prices. You can 
obtain the goods either by buying 
the original parcels containing vari- 
ous sizes as they come from the 
cutting centers abroad, or by buy- 
ing whatever "STRAIGHT SIFTED 
SIZES" you need for your require- 
ments. 

You don't have to accumulate 
unnecessary stock because we are 
ready to give you whatever sizes 
and quality you need. This service of 


“STRAIGHT SIFTED SIZES" saves 


you time and effort in matching, 

comparing, sorting and sitting, and Shown at the presentation ceremony at the recent dinner of the Watches, Accessories and 
L ‘tol . Jewelry Wholesalers and Retailers Division of the Federation of Jewish Philanthropies of 
eeps your capital active and not New York are, left to right: Norman M. Morris (Norman M. Morris, Inc.); M. Michael 
tied up in inventory. Tolkin (Longines-Wittnauer Watch Co.); Samson Hittner (Bulova Watch Co.); Albert 
Bookbinder (Benrus Watch Co.), and M. Fred Cartoun (Longines-Wittnauer Watch Co]. 
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We specialize in: 














Single-cut diamonds from 1/20 to Toronto Jewelers Disband Ltd. Silverware and jewelry will not be 
apaan gar aanet After 86 Years in Business sold. 
Full-cut diamonds from 2 pointers A Toronto jewelry store, as old as the 
to 20 pointers Dominion of Canada, is passing from the Large Attendance Expected 
business scene. ° ° 
FOUR POINTS TO REMEMBER In 1867 Kent Bros. was established on | At Allied Show in Dallas 
Yonge St. During the ensuing 86 years, Dallas will again be host to the 27th 
1. STRAIGHT SIFTED SIZES despite two moves, it remained on Yonge Allied Gift & Jewelry Show to be held the 
St. and always had a Kent as president. week of February 21 to 25 inclusive at the 
2. PARCELS CONTANGNG VARIOUS SIZES Now that Sidney Louis Kent, last mem- Hotel Adolphus. Every available exhibit 
3. ATTRACTIVE MARKET PRICES ber of the family in the business is retir- space has been taken for this event, ac- 
ing, the name Kent will no longer be cording to Allied Exhibitors, Inc., sponsors 
4. CREDIT TERMS TO RATED FIRMS connected with the jewelry world. of the semi-annual show. New merchandise 
When the firm moved to its present lo- for spring and summer selling will be pre- 
HOLLAND-BELGIUM cation on Yonge St. in 1946, it amalga- viewed by thousands of merchants who are 
mated with Fairweather, Ltd., and became expected to attend. 
DIAMOND IMPORTING, Inc. known as Kent-Fairweather, Ltd. Silver- A party for buyers only will be held . 
ware and jewelry were sold on the ground Monday evening, February 22. It was state 
36 West 47th Street floor by Kent. Second and third floors are that 1090 buyers attended last year’s party. 
New York 36, N. Y. used by Fairweather to sell women’s wear- On Tuesday, February 23, a dinner-dance 
Tel. JUdson 2-4837 ing apparel. and ice show for both buyers and exhibitors 
When the Kent “retiring sale” is com- will be held in the Century Room of the 
pleted, the firm will revert to Fairweather, Adolphus. 
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4 Mr. and Mrs. H. Sorin, diamond im- 
porters, left recently for their winter vaca- 
tion in Florida. During their absence, 
business will be conducted, as usual, at 
their New York office, 576 Fifth Ave., by 
Mrs. Vivian E. Berman. 

4A lecture on “This is the Futurematic” 
highlighted the December 7 meeting of 
the Horological Society of New York 
which was held at the Capitol Hotel. 
Guest speaker was Joseph F. Grado of 
the technical department of Vacheron & 
Constantin Le Coultre Watches, Inc. He 
illustrated his talk with color slides. 

¢ A. Feinberg of A. & J. Feinberg, diamond 
importers at 62 West 47th St., New York, 
left recently for the diamond markets of 
Antwerp and Amsterdam. 

4 Kramer Jewelry Creations, Inc., has 
leased the second floor in the seven-story 
building at 393 Fifth Ave., New York. 
The structure is being modernized and air- 
conditioned and will open in January. 

q The firm of Braunfeld & Mehlman, 
located at 108 Fulton St., New York, will 
be operated in the future under the trade 
name of Harry Braunfeld. According to 
Mr. Braunfeld, the change in the company 
name was brought about by the recent 
death of his partner, Samuel Mehlman. 
He announced that no changes in the 
concern’s location or policies are antici- 





ah. NEW YORK 


pated. The firm specializes in encrusting, 
engraving and drilling precious and semi- 
precious stones. 

q Harry Zafnas, manufacturers’ representa- 
tive, and his wife, are currently enjoying 
three weeks in the sun and surf at Miami 
Beach, Fla. Mr. Zafnas is sales representa- 
tive for S. Scharf, 71 Nassau St., New 
York, as well as other manufacturers. 

q The Flex-Let Corporation, which has 
executive offices in the 33-story building at 
580 Fifth Ave., New York, has leased 2100 
square feet of space for offices and show- 
rooms on the mezzanine floor of the struc- 
ture. A feature of this space is that there 
are 90 feet of display window space front- 
ing on Fifth Ave. and on 47th St. 

q Adolph Pusrin of Adolph Pusrin & Bro., 
jewelers at 59 Chrystie St., New York, 
was honored December 3 at a meeting of 
Congregation Khai Adath Jeshurun with 
Anshel Lubz. For his efforts during the 
past 30 years as a director of the congre- 
gation and one of its chief fund-raisers, 
he was presented with an appropriately 
inscribed plaque. Mr. Pusrin is president 
of the East Side Jewelers Association and 
the New York Jewelers Benevolent Asso- 
ciation. 

€ Sawver’s Jewelry & Gift Shop has been 
onened in the new Eastwood Shopping 
Plaza. Svracuse, N. Y. 








Beckerman and Lerner Form 
New Ring Manufacturing Firm 


Formation of the firm of Beck & Lerner, 
Inc., manufacturing jewelers at 62 West 
47th St., New York, was announced re- 
cently by Samuel Beckerman and Herman 
Lerner, founders of the new concern. Both 
men are well-known in New York jewelry 
trade circles. Mr. Beckerman was formerly 
sales manager of Rothman & Schneider, 
Inc., of New York, while Mr. Lerner was 
formerly associated with the Herman 
Lerner Mfg. Co., New York. 

The new firm will manufacture a general 
line of ladies’ and men’s stone set rings to 
be distributed exclusively through jobbers. 





Helbros' Promotional Material 
Meets With ‘Amazing Response’ 


Special promotional material, made up 
by Helbros Watch Co. and sent to its 
authorized jewelers, is reported to have 
met with “amazing consumer response” 
throughout the country. 

The material, distributed in kit form, 
told the story of intensive Helbros national 
advertising and also included dealer sales 
helps as well. The cover of the presentation 
folder, featuring individual salesmen, was 
an exact copy of the Life cover in which 
Helbros ran a full-page color ad. It con- 
tained not only the Life ad, but also a 
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full-color ad which ran in the American 
Weekly magazine, together with radio and 
television announcements, window and 
counter display material and special tie-in 
mats with the national advertising. 


Proposed FTC Rule Authorizes 
Use of Word ‘Free’ in Ads 


Last month, the Federal Trade Commis- 
sion approved its proposed new trade prac- 
tice rule with respect to the use of the 
word “free” in advertising and promotion 
offers. 

In so doing, the FTC officially discarded 
an earlier proposed procedure which for- 
bade use of the word if there were any 
strings or conditions attached to the offer. 
This left the way wide open for controversy 
and possible litigation over whether the 
tule would not also outlaw one-cent sales 
and similar promotions. 

The new rule will be incorporated into 
all future trade practice rules that FTC 
promulgates for any industries in which 
free or contingent orders play a part in 
merchandising. 

As it stands, the new rule authorizes the 
use of the word free in contingent mer- 
chandising. But it is made clear that all 
conditions must be made clear in such 
promotion or advertising and that the offer 
must be genuine. 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N.Y 
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MANNING OPAL CORPORATION 


151 West 46th Street, New York 36 
Phone: Plaza 7-4725 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD . 


108 FULTON ST., NEW YORK 38, N. Y. 











Drilling ° Setting * Engraving °* Encrusting 
GOTHAM LAPIDARY Inc. 


Importers of Synthetic & Semi-Precious Stones 
We are fully equipped and qualified for spe- 
cial order and repair work on the premises, 
in an efficient, fast and Inexpensive way. 

Cutters of fine Rutile (Titania) 


2 West 47th St., New York 36,N.Y., Ju. 2-4773 

















Synthetic & Semi-Precious 


STONES 


Svnthetic Ringstones all sizes and shapes 
Diumonpe—All Sizes and Qualities 


JOSEPH BLANK 
COrtlendt 7.3562 


87 Nassau St. New Yerk 38, N. Y. 
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Genuine 
BOHEMIAN 


Garnet * 
JEWELRY 


*Birthstone for January 
OLD-WORLD 
Craftsmanship 


Wide 
Selection 

of Rings all 
10K Gold. 


Earrings, 
Brooches, 
Crosses, 
Necklaces, 
and 
Bracelets. 









Memo Inquiries 
Invited 


. * 
ERNEST BURG 
29 East Madison Street 
CHICAGO 2, ILLINOIS 











Prompt Service on all Types of 


JEWELRY 
and 


WATCH » ASE 
Repairing 


Send To 








PERRY JEWELRY CO. 


THE MAIL ORDER HOUSE OF SERVICE 


792 Main St., White Plains, N. Y. 
(Price List and Information on Request) 














For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 





Cooper'sWatch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLaza 7-1740 

















Long Company of Denver 
To Occupy New Quarters 


Effective January 18, the Albert F. Long 
Co., wholesale jewelers of Denver, Colo., 
will occupy their new building at 1201 
Welton St. in that city. 

The move to new quarters is necessitated 
by the growth of the business. The firm 
was established in 1946 originally occupy- 
ing two offices in the Colorado Building. 
In 1948 the company leased a third of the 
fifth floor in the same building. 

The new building will permit the Long 
Co. to enlarge its display area, carry a 
larger inventory, supply parking facilities 
to customers and improve service and cus- 
tomer facilities greatly. 

President of the concern is Albert F. 
Long. Clyde W. Blanchard, Jr., is vice 


president. 


Parker Pen Simplifies 
Service Price Lists 





The single placard held by the pretty 
model represents the latest step taken by 
the Parker Pen Co. to simplify service 
price lists. 

Previously a book about the size of a 
desk dictionary was necessary to show all 
prices retailers had to quote for service of 
Parker pens and pencils. The new card is 
of convenient small size, available for easy 
reference. 

Easy presentation with the new card is 
made possible by the introduction of a 
“flat charge” pricing policy for all Parker 
fountain pens and pencils. 





Serves as 
Chairman of 
Dinner for 
Truman 


ALLEN B. 
GELLMAN 





Allen B. Gellman, president of the 
Illinois Watch Case Co., served as chair- 
man of the dinner held in honor of Harry 
S. Truman on November 28 at the Cov- 
enant Club in Chicago. Purchasers of 





$5000 or more in Israel bonds were jp. 
vited to the affair, which was held imme. 
diately before the Jerusalem 3000-Year Fes. 
tival in the Chicago Stadium at which Mr. 
Truman was guest of honor. 





Philadelphia 24 Karat Club 
Elects Milner President 


The 24 Karat Club of Philadelphia held 
its fifth annual dinner-meeting at Qld 
Bookbinders, 125 Walnut St., on Monday, 
December 7. 

Election of officers was the main busi- 
ness on the agenda. Named as president 
was Josef S. Milner. Other officers elected 
were: Paul M. Stern, first vice president; 
Edward Sickles, second vice president, and 
Herman Dubrow, secretary-treasurer. 

Co-counsels are Robert B. Simons and 


Sidney Orloffsky. 





Date of Annual Meeting 
Announced by JIC 


The annual membership meeting of the 
Jewelry Industry Council will be held in 
New York at the Waldorf-Astoria Hotel on 
January 14 starting at 10:30 in the morn- 
ing, according to an announcement by the 
Council’s President, Albert E. Haase. 

On the succeeding day, January 15, ac- 
cording to that same announcement, the 
Council will hold an open house reception 
at its offices, 608 Fifth Ave., New York, 
from 4:30 to 6:30 in the afternoon for 
members and their guests. 

In his special message to Council mem- 
bers concerning the dates of the Council’s 
annual membership meeting and of the 
open house reception, Mr. Haase indicated 
that the JIC was planning on an additional 
general membership meeting later in 1954 
in the following statements: 

“Because of the fact that members who 
are in New York in January have many 
pressing demands on their time, the meet- 
ing on January 14 will cover only activi- 
ties of the Council. There will be no out- 
side speakers. Later in the year, at a 
date to be determined by the Board, the 
Council will hold another general member- 
ship meeting not only for the purpose of 
reviewing the Council’s work, but also for 
the purpose of bringing the membership 
helpful ideas from outstanding authorities 
on promotion and advertising problems of 
the industry.” 





The Hollis-Jennings Co., 453 Washington 
St., Boston, has purchased space in the 
lobby of an insurance building, 40 Broad 
St., formerly occupied by W. E. Suther- 
land of 8 Winter St.. and will operate 
both places. Joseph Hollis will stay at 
Washington St., and Arthur Jennings will 
be at the Broad St. address. 
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- DIAMONDS 


THE RIGHT SIZE for THE RIGHT 
PRICE. We import our diamonds from 
the best cutting centers. We fill mail 
orders promotly and we send diamonds on 
approval. Please ask for our newest re- 
vised price list #20. 


576 FIFTH AVE. 
i SorI NEW YORK 36, N. Y. 
Ld Tel. JUdson 2-3575 
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6—boston Jewelers Club, Annual Ban- 
quel, Hotei Statler, Boston, Mass. 
(-4U-——bBultaio Gilt Show, Hotel Statler, 
——— SALESMAN 
i4-lo—Pacitic-Northwest Jewelers Con- 
venuon, Multnomah Hotel, Portiand, Ure. WANTED 
14-1/—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 
14-17—Pacitic Northwest China, Glass, 
Gift and Jewelry Show, Seattle Civic Audi- FOR EASTERN TERRITORY. 
torium, New Washington, Olympic Hotels, IMPORTERS HAVE OPENING FOR 
January, 1954 and Terminal Sales Building, Seattle, CK 
3-0o—New Orieans Gilt Show, Rooseveit Wash. | nepal elecntah orang 
Hotel, New Urleans, La. 21-23—Minneapolis-St. Paul Gift Show, AND PIN LEVER WATCH LINE. NO 
o-14-—Pittsburgh Glass & Pottery Ex- The Auditorium, Minneapolis, Minn. | OBJECTION TO OTHER NON-CON- 
hibit, Hotel Wiluam Penn, Pittsburgh, Pa. 21-24—Ohio State Gift Show, Hotel | FLICTING LINES. REFERENCES. Ad- 
5-13—Keystone China & Glass Show, Deshler-Hilton, Columbus, Ohio. dress 
Hotel Fort Pitt, Pittsburgh, Pa. 21-24——Portland China, Glass, Gift and 
6-13—Carleton House China & Glass Jewelry Show, Public Auditorium, the Plaza - on 
Show, Carleton House, Pittsburgh, Pa. and Benson Hotels, Portland, Ore. Box C.. 56 
9—Chicago Jewelers Association, 80th 21-25—Allied Gift and Jewelry Show, oa 
Anniversary Banquet, Conrad Hilton Hotel, Hotel Adolphus, Dallas, Texas. Jeweler $ Cir cular -Keystone 
Chicago, Ill. 21-26—Registered California Gift and 
10-13—Miami Gift Show, McAllister Ho- | Dinnerware Show, Hotel Vanderbilt, New 100 E. 42nd St. 
tel, Miami, Fla. York. New York 17, N. Y. 
14—Diamond Manufacturers’ & Import- 21-27—Dallas Gift Show, Baker Hotel, 
ers’ Association of America, Annual Meet- Sante Fe Building, and downtown show- 
ing and Celebration, Hotel Roosevelt, New rooms, Dallas, Texas. 
York. 21-27—Dallas Merchandise Mart Gift 
16—Twenty-Four Karat Club of the City Show, Dallas Merchandise Mart, Dallas, 
of New York, 5lst Annual Banquet, Wal- Texas. ; 
dorf-Astoria Hotel, New York. 22-26—New York Gilt Show, Hotels stots 
17-19—Wisconsin State Gift Show, Audi- Statler and New Yorker, New York. Be Bee 
torlum Arena, Milwaukee, Wis. 22-26—225 Spring Market, 225 Fifth Res, 
17-20—Oklahoma Home Accessories & Ave., New York. wee sonheee 
Gift Show, Biltmore Hotel, Oklahoma City, 28-March 2—Spokane Gift Show, Daven- | 3 ee receipt books, etc. 
Okla. port Hotel, Spokane, Wash. sretate, 
17-20—Southern Jewelry Show, Peach- 28-March 4—Detroit Gift Show, Hotels * sete sot, 
tree on Peachtree, Dinkler Plaza, Henry Statler and Sheraton-Cadillac, Detroit, : se 4, @ FREE Samples 





. 


Grady and Piedmont Hotels, Atlanta, Ga. Mich. 


17-20—Southeastern China, Glass & Gift $s. i. surnamer co. 








R ) “ “ee 
— — Municipal Auditorium, At March ! 370 7th Ave.. ‘ea l, NY. 
17-22—New York Lamp Show, Hotel PR nttige ae — oe Fort Des 7 
New Yorker, New York. a ee SS ee a 
24-26—Carolina Gift Mart, Radio Center, 7-10—Cincinnati Gift Show, Netherland LEDA FINDINGS CO. 
Charlotte, N. C. Plaza Hotel, Cincinnati, Ohio. Announces 
24-27—Albany Gift Show, Hotel Ten 7-10—Denver Gift & Jewelry Show, Hotel their NEW and complete line 
Eyck, Albany, N.Y. ae af egy of 14 Kt. Gold Findings 
24-27—Washington Gift Show, Hotel -12—Boston Gift Show, Hotel Statler, EAR WIRES WING BACKS CATCHES 
Willard, Washington, D. C. Boston, Mass. SPRING RINGS STUD BACKS JOINTS 
24-28—Mid-Winter Market Week, Parker 14-17—Heart of America Glass, China & SETTINGS CHAIN LETTERS 
House, Boston, Mass. Gift Show, Muehlebach Hotel, Kansas City, PINS CLASPS & LOCKS 
24-29--California Gift Show, Brack | Me. | . (“and a Thousand & One other 
Shops, Alexandria and Biltmore Hotels, 20- yf tine Retail ——" — items”) 
Merchandise Mart and individual show- ion, Annua onvention, Grand Island, ; ; 
rooms, Los Angeles, Calif. Nebr. ‘ Leda Findings Co. 
21-22—Indiana Jewelers Asectietion. An- Diamond Center of America 


31-February 3—-Syracuse Gift Show, Ho- 
tel Onondaga, Syracuse, N. Y. nual Convention, Lincoln Hotel, «Indian- 
31-February 3—Western China, Glass, — —- a 
Gift and Jewelry Show, Civic Auditorium, " . 1088 VEE CEeW, Se Se 
Palace, St. Francis and Sir Francis Drake tel, St. Louis, Mo. EMCO SILVERCASE 


36 West 47th Street PL 7-0758 New York 36, N.Y. 





























Hotels, San Francisco, Calif. 21-24—Northwest Gift, Art & Housewares Retails at only $3.95. Holds i. on aa. & 
31-February 10— Registered California Show, Radisson Hotel, Minneapolis, Minn. cellent for starter sets. 
Gift and Dinnerware Show, Hotel Morri- 21-24—Philadelphia Gift Show, Hotel EUREKA MFG. CO., INC., Taunton, Mass. 
son, Chicago, Tl. Benjamin Franklin, Philadelphia, Pa. Makers of rolls, bags, cases and chests for silverware 
™ 28-29—-Oklahoma Retail Jewelers Asso- sinee 1926. Write for descriptive leaflets and price list. 
Siiian ciation, Annual Convention, Skirvin Hotel, 
y Oklahoma City, Okla. 
1-12—Chicago Gift Show, LaSalle Hotel 28-31—Pittsburgh Gift Show, Hotel Wil- 
and Palmer House, Chicago, III. liam Penn, Pittsburgh, Pa. : 
1-12—Merchandise Mart Gift Show and 
the China & Glassware & Pottery Market, 
Merchandise Mart, Chicago, III. April ACON garni an ap 
2-4—Mid-South Gift & Jewelry Show, 4-6—American Gem Society, Annual Manufacturers of Gold Filled Crowns 
Hotel Peabody, Memphis, Tenn. Conclave, Hotel Statler, Detroit, Mich. Sali through Wheleseiees: S Semeee 
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Special Order Work and 
Repairs for the Trade 


Quick, reliable service! Re- 
mounting, stone matching, 
diamond setting, rhodiuming, 
antique reproduction and res- 
toration. EVERY type of 
special order work. Sensible 
prices. TRY US. 


OSCAR CAPLAN & SONS 


207 W. SARATOGA ST., BALTIMORE 1, MD. 
Jewelers at the bench since 1905 











Quality 
RHINESTONE 
JEWELRY 


Direct te you from the Manufacturer 


Fantasy of Jewels 


18-20 W. 3ist St., New York I, N. Y. 

















MODERN AND ANTIQUE 
DIAMOND JEWELRY 
RINGS @ BROOCHES 
BRACELETS © EARRINGS, Etc. 
Bought and Sold 
“‘Serving the Trade Over 28 
Years."’ "Formerly with Chas. 
S. Crossm & Ce. “The 
Old Mine ‘Beamend Heuse’’ 
J. L. DURLAND CO. 
608 Sth Ave., New York 20 














Tarnish-Preventive 


SILVERWARE CHESTS 


lined with Pacifie Silver Cloth 
Finest Quality Fully Guaranteed 
send for illustrations and price list 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of Silverware Protection—Rolls, Bags, Cases 
and Chests Since 1926. 














LEATHER CLOCK CASES 


#11J—Sheepskin case— Black, 
Brown, a Red, Tan, Oreo 
#22) Gent uine Morocco Leather 
Case—Wine, Red, Black, Blue, 
Brown, Green, Tan. Key- 

ge ig eee $11.00 
#35J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
















Joth The 


MARCH 


January 2 to 31] 
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Obituaries 








Sylvanus W. Bramley, 88, founder 
and former president of Bramley & Co., 
retail jewelers at 199 Main St., White 
Plains, N. Y., died November 18 at White 
Plains Hospital. Born in Bovina Center, 
N. Y., Mr. Bramley operated the jewelry 
firm from 1928, when it was founded, 
until his retirement three years ago. 
Earlier he was associated with a jewelry 
firm in Chicago. Surviving are three 
daughters and a brother. 

Harold Capell, who had been associ- 
ated with International Silver Co. since 
1917, and his wife, were killed December 
2 in an automobile accident. Mr. Capell, 
in an attempt to avoid a minor pile-up of 
cars on an overpass on highway 101 into 
San Rafael, Calif., skidded and went 
through the guard rail. He and his wife 
were both killed instantly. Mr. Capell, who 
joined International’s General Merchan- 
dise Division as a salesman in July, 1951, 
is survived by a daughter. 

John A. Chambers, 45, manager of 
the material department for Norvell Mar- 
cum Co., Tulsa, Okla., died December 2 
at Hahneman Hospital in Philadelphia. Mr. 
Chambers had formerly been employed by 
Meyer Jewelry Co., Kansas City; S. Far- 
gotstein & Sons, Memphis; Butterfield 
Bros. and Bernard Italie of Portland. Sur- 
vivors include his widow and three sons. 

Herman J. Crown, who for almost 50 
years operated a jewelry store in New 
Kensington, Pa., died November 8. He 
retired approximately eight years ago and 
moved to Atlantic City, N. J. He was an 
organizer of the Western Pennsylvania Re- 
tail Jewelers Association and was one of 
its original officers. In addition to his 
widow, he is survived by his four children 
and two grandchildren. 

Mrs. L. Noble Keene, chairman of the 
board of directors and treasurer of F. H. 
Noble & Co., Chicago, died November 21. 
Mrs. Keene has been active in the firm 
since 1934 when she took over as chairman 


MRS. L. 
NOBLE KEENE 


of the board upon the death of her father. 
For the past 19 years she had served in 
various capacities as chairman of the 
board, president, and treasurer. She is sur- 
vived by her daughter and four grand- 
children. 

Fred R. Keller, 77, treasurer and di- 
rector of Enos Richardson: & Co., 23 
Maiden Lane, New York, died November 
20. A life-long resident of Newark, N. J., 
Mr. Keller was also treasurer and director 











of the Richardson Mfg. Co. in that city, 
His trade association affiliations included 
membership in the Brotherhood of Travel. 
ing Jewelers, the Jewelers Fraternal Asso- 
ciation and the Philadelphia Club, of 


FRED R. 
KELLER 





which he was a former president. He was 
also a member of the Maiden Lane His- 
torical Society. Mr. Keller’s death ended 
nearly 58 years of continuous service with 
the Richardson firms. 

Bernard L. Kushner, 60, chairman of 
the board of directors of Kushner & Pines. 
Inc., manufacturers of ring mountings at 
15 West 47th St., New York, died Decem- 
ber 8 at Bronx Hospital, Bronx, N. Y. 
Mr. Kushner, a prominent figure in New 
York jewelry trade circles, was active in 
the annual fund-raising campaigns of the 
Federation of Jewish Philanthropies of 





BERNARD L. 
KUSHNER 





New York. He served for a number of 
years on the board of directors of Asso- 
ciate Jewelers, Inc., an organization com- 
posed of manufacturers of gold and _ plati- 
num jewelry in the metropolitan New York 
area. Surviving are his widow, two sons— 
J. Harold Kushner, president of Kushner 
& Pines, and Dr. Edward Kushner; and 
three grandchildren. 

Harry Linde, 71, jeweler at 2468 Ken- 
sington Ave., Philadelphia, passed away 
recently. He had been in the jewelry trade 
for 45 years and had conducted his own 
business for 27 years. 

Saul Mishler, 63, who opearted a retail 
jewelry business in Paterson, N. J., some 
40 years, died November 15 after a pro- 
longed illness. Born in Russia, Mr. Mishler 
lived in Paterson most of his life. For 
the last four years he had been semi- 
retired and his business was in charge of 
his son, Dr. Charles Mishler, an optome- 
trist. In addition to his son, Mr. Mishler 
leaves his widow, two daughters, and five 
grandchildren. 
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Robert G. McCready, 29, who repre- 
sented the Wyler Watch Agency in the 
northwest for eight years, lost his life in 
an automobile accident on November 29 
near Oakland, Calif. He was a partner of 
Tom McCready & Sons, West Coast rep- 


ROBERT G. 
McCREADY 





resentatives for the Wyler line. During 
World War Il, Mr. McCready was awarded 
the Air Medal and Distinguished Flying 
Cross with the three Oak Leak Clusters 
while serving as a First Lieutenant in the 
Army Air Force. He is survived by a 
daughter, his parents and three brothers. 

Charles C. Pickford, 75, owner of the 
jewelry firm of Cooper & Forman, 3 
Maiden Lane, New York, died November 
21 in St. Agnes Hospital, White Plains, 
N. Y. He leaves his widow, a son and a 
sister. 

Richard C. Schneider, co-owner of 








Schneider & Son, jewelers of Atlanta, Ga., 
died November 13 at his home in that 
city. A native of New York State, Mr. 
Schneider had founded a retail jewelry 
concern in Atlanta in 1918. At the time 
of his death he was co-owner, with a son, 
Rudy L. Schneider, of Atlanta. The firm 
is located at 109 Peachtree St., N. E. 
Survivors include his widow, a daughter, 
two sons and a sister. 

Carl Schraysshuen, 67, president of 
Carl-Art, Inc., jewelry manufacturers of 
Providence, R. I., died November 5 after 
a long illness. Born in Pforzheim, Ger- 
many, Mr. Schraysshuen came to this 
country 30 years ago. From 1923 to 1938 
he was mnager of the Speidel Chain Co. 
In 1938 he became president of Carl-Art, 
Inc. Mr. Schraysshuen was a director of 
the New England Manufacturing Jewelers 
& Silversmiths Association; a member of 
the Providence Jewelers Club and the Provi- 
dence Chamber of Commerce. Surviving 
are his widow, a daughter, two brothers 
and a grandson. 

Carl C. Strittmatter, jeweler of 
Wilkes-Barre, Pa., died suddenly Novem- 
ber 12 after having waited on a customer 
in his store. Born in Philadelphia, Mr. 
Strittmatter learned the watchmaking 
trade at the Widener Memorial School in 
that city. He went to Wilkes-Barre seven 
years ago as an instructor at the American 
Institute of Watchmakers and later opened 
his own jewelry store at 577 Hazle Ave. 





A. Leon Sickles, 58, Dies; 
Philadelphia Wholesale Jeweler 
A. Leon Sickles, president of M. Sickles 


& Sons, Inc., wholesale jewelers of Phila- 
delphia, died November 23 at Einstein 
Medical Center. He was 58 years old. 

Mr. Sickles was elected president of the 
company, which his grandfather founded 
97 years ago, in 1934. The firm, located 
for many years at 904-906 Chestnut St., 
is now in the process of liquidation. 


A. LEON 
SICKLES 





A prominent figure in jewelry circles, 
Mr. Sickles has been president of the 
24-Karat Club of Philadelphia. He was 
a graduate of the Pennsylvania Military 
College in Chester, where he distinguished 
himself particularly in athletics. He was 
one of the lightest squad members in the 
history of the college when he played 
quarterback at 122 pounds. He also won 
laurels as a member of the track and the 
baseball teams and served as a captain 
of the basketball team. He served his 
country in the first World War and was 
a member of the American Legion. 

Surviving are his widow, a daughter, 
and a son, Edward, who is now represent- 

ing three jewelry manufacturers. 


FOR JANUARY, 1954 





Oneida Employees to Receive 
Wage Hike and Year-End Bonus 


M. E. Robertson, president and gen- 
eral manager of Oneida Ltd., announced 
December 3 that the board of directors 
had authorized a Christmas bonus affect- 
ing more than 3500 qualified factory and 
office personnel in the United States and 
Canada. All employees of one year’s ser- 
vice or more would receive 40 hours’ pay. 
All employees who had six months’ service 
but less than one year would receive 20 
hours’ bonus. Salaried employees will re- 
ceive two per cent or one per cent of 
their current annual wage. 

Mr. Robertson also announced that a 
second similar bonus will be paid during 
the week beginning February 1, 1954. 
This year-end bonus will complete Oneida 
Ltd.’s fiscal year. 

Starting on January 1, 1954, the group 
term life insurance and death and dis- 
memberment insurance for all employes 
in the United States and Canada will be 
increased an average of $1000 with no 
additional cost to the employes. 

On February 1, 1954, the wages of all 
employes in the factories and offices in 
the United States who are working on a 
weekly, daily, hourly or piece-work basis 
will be increased seven cents per hour. 


aes 


Gamler's Sponsor Daily TV Show 


Harry Gamler, president of Gamler’s, 
jewelers at 522 Main St., Buffalo, N. Y., 
announced recently that the store has 
signed a 12-month contract with station 


WBES-TV. The firm’s program appears 


daily at 6 P.M. 








Past Master 
RING 


of Distinctive Design 


Corontiall by Gran 








THis NEW Past Master RINe is made 
in the exclusive design and fine work- 
manship representative of the GRAN 
line of emblem jewelry. It has substan- 
tial weight for diamond setting or may 
be had with a gold moonface, in either 


1OK or 14K gold. 


As a companion piece 
this attractive P.M. 
Charm may be had in 
either white or yellow 
gold with a genuine 
Moonstone face in the 
center. It is moder- 





ately priced. 


Your inquiry will receive prompt attention. 


GRAN and COMPANY, Inc. 
546 S. Meridian St. © Indianapolis 25, Ind. 




















SOUTHEAST and 
SOUTHWEST 


TERRITORIES OPEN 


UNUSUAL OPPORTUNITY FOR THE 
RIGHT MEN TO STEP INTO ESTAB- 
LISHED TERRITORIES WITH ACTIVE 
ACCOUNTS. 


OUR TOP QUALITY GOLD AND 
PLATINUM RINGS, WATCH CASES, 
AND ATTACHMENTS MAY BE SOLD 
WITH NON-COMPETITIVE LINES 
NOW CARRIED. 


WRITE IN CONFIDENCE TO: 


METRO JEWELRY CORP. 


21 West 46 Street, New York 19, N. Y. 
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QUESTION: 


If your present selection of Alice tail- 
ored earring styles are your biggest 
sellers (and you've proved that your- 
selves), wouldn't the COMPLETE line 
increase your volume that much more? 


Thru the wholesaler $100 
JEWELRY CO. 


52 Valley St., Prov., R. I. 














FOR PROMPT SERVICE 
ON 
RONSON PRODUCTS 


CONTACT 
J.A.SILVER CO. 


167 GEORGE ST. NEW HAVEN, CONN. 











BRUSHES 


END BRUSHES CHUNGKING BRISTLE 
FINE WIRE SCRATCH WHEELS 
CUPS GOBLETS STAR ENDS 


in brass, steel, nickel, silver 


JOHNS BRUSH MFG. CO. BALDWIN, N. Y. 

















Seid euty direst te Rovatters 
WELLS MFG. CO. ATTLEBORO, MASS 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q Edgar M. Docherty, treasurer of Budlong, 
Docherty & Armstrong, Providence manu- 
facturers of gold rings and jewelry, was 
recently elevated to the highest degree in 
Masonry, the 33rd. 

q Jack Margolis, Jack Cohen and Harold 
Shapiro celebrated the success of their first 
year as partners in the Jack Michael Co., 
manufacturers’ representatives, with a gala 
dinner and theater party for their families 
and friends. 

q Members of the executive board of the 
Boston Jewelers Club met at the Hotel 
Statler, December 8, and mapped final 
arrangements for the club’s 66th annual 
banquet, to be held at the Statler, Feb- 
ruary 6, 1954. Said Secretary-Treasurer 
“Ellie’ Read: “The souvenir this year is 
... that would be news!” 

q There was no meeting of the New En- 
gland Guild of the American Gem Society 
in December, due to the holiday rush. 
Date of the January meeting had not been 
set as this issue went to press. At the 
November meeting, Miss Elizabeth Brown, 
secretary, resigned, announcing plans to 
go to Virginia for the winter. George D. 
Bethany was named as secretary to suc- 
ceed Miss Brown. 

q At the annual “Turkey Roll” of the 
Boston Jewelers Bowling League on No- 
vember 24, the following walked away 
with the prize birds: Gerhard Schmidt, 
of the Smith-Patterson team; Joseph Ball, 
Thomas Long Co.; “Tony” Marino, E. H. 
Saxton Co.; and Frederic C. Kunz, Frank 
Gendreau team. There was a slight lull in 
bowling activities during the holiday sea- 
son, but activities were resumed early in 
January. 

q During the winter months, Towle Silver- 
smiths, Newburyport, Mass., have extended 
invitations to college, school, and club 
groups to visit their new gallery and to 
go on conducted tours of the factory. The 
tour provides opportunity to see the various 
operations on sterling silver, and the gal- 
lery has changing exhibitions of rare silver 
made in colonial days by the Moultons, 
Towle’s direct predecessors. The proper- 
ties and characteristics of sterling silver 
are shown. 

q Numerous Christmas parties for em- 
ployees and visitors were held in the Jew- 
elers and Washington Buildings on De- 
cember 24. At the Katherine A. Murphy 
Co., 509-11 Jewelers Building, Frankie 
Fontaine, popular radio, TV  star—and 
father—was master of ceremonies. 

q On November 28, the U. S. Coast Guard 
air-sea rescue squad participated in activ- 
ities when a yacht, owned by Fred S. 
Guggenheim, president of the Scott jew- 
elry stores in Lowell, Lawrence, and Haver- 
hill, Mass., and Manchester and Nashua, 
N. H., went aground about 50 miles south 
of Miami, Fla. Aboard with Mr. and Mrs. 


NEW ENGLAND 








Guggenheim at the time were four guests, 
q A Christmas party was held at the Mahar 
& Engstrom Co., 405-12 Jewelers Building 
on December 24. Right after Christmas, 
Mr. and Mrs. “Mike” Mahar set off for 
Bermuda, accompanied by Mr. and Mrs. 
“Bob” Brennan of the Speidel Corporation, 
George Mullin, of the M. & E. company, 
is still on the sick list, and would appre- 
ciate a word from friends. 

q Bert “Sparks” Stranger, of the Herbert 
W. Stranger Co., 306-8 Washington Build. 
ing, has been put in charge of communi- 
cations for the Greater Boston Red Cross, 
and is no longer on the rescue truck. He 
took considerable ribbing when, on Novem- 
ber 22, a fire in Milton, Mass., practically 
in his own backyard, caused injuries to 
several fireman. Bert was busy at the 
Stranger summer place on the Cape, and 
hurried back on receiving the call. Robert 
McLaren, office manager, expects to move 
into his new home on the Concord Turn- 
pike early this year. 

q The Magazine section of the Boston 
Sunday Globe, December 6, carried a front- 
page picture of George R. Atkins, chem- 
ical engineer, and son of Walter L. Atkins, 
jeweler of Poultney, Vt. The son is just 
back from Soviet Russia after nine years 
there, during which time he married a 
widow with a small son. The story of Mr. 
Atkins’ long struggle to get back to the 
United States with his family is contained 
in the magazine, along with pictures of 
the senior Mr. Atkins and family. 

q During the pre-Christmas season, Erskine 
Gay of the Smith-Patterson store led em- 
ployees in the singing of Christmas carols 
each morning. A part of the store’s interior 
decorations during the season included a 
tableaux of choir boys, wired with a public 
address system for the carrying of Christ- 
mas music. Window decorations included 
huge antique books, depicting in color 
“The Story of Christmas.” The dummy 
books were so realistic that many customers 
asked if they were for sale. 

q The Bigelow-Kennard Co. has added a 
new line of Mark Cross men’s neckties, 
both scarfs and bows, and selling at from 
$3.50 to $10 at their glove and bag 
counters. During the recent visit to Boston 
by the King and Queen of Greece, this 
store furnished the gold key to the city, 
presented by Mayor Hynes to King Paul. 
On November 28, the store participated in 
the Back Bay Fashion Show, with an 
attractive model showing $200,000 in gems, 
including necklace, earrings, bracelet, and 
dress clip. 

4 Topham’s Jewelry Shop, Plymouth, N. H., 
which recently moved to new street-level 
quarters, held its formal opening on De- 
cember 4. 


4 Harold B. Bliss, of Peabody, Mass., and 
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assistant treasurer of the Shreve, Crump 
& Low Co., has been named as a new 
member of the store’s board of directors. 
Mr. Bliss has been with the store for 30 
years. The store issued a new Christmas 
catalog for the holiday season. A. Warren 
Armington has been out ill for several 
weeks. 

4 Roger Brassard, of Brassard’s Jewelry 
store, Manchester, N. H., was re-elected 
alderman recently by an overwhelming 
vote. 

q Harold Sears, formerly with Henry Kam- 
lot, Washington Building, is now traveling 
in Maine and New Hampshire for Thomas 
N. Breese & Son, Attleboro, Mass. 

q Miss Elizabeth Brown has sold her in- 
terest in the Brown & Bethany jewelry 
store, Wellesley, Mass., to her partner, 
George D. Bethany. The store will still 
be known as Brown & Bethany. 

q William Cunningham is back at work 
with Barry & Epstein, 400-401 Washington 
Building, following a severe heart attack. 
q William Keating. local salesman for the 
D. C. Percival & Co., Jewelers Building, 
has been convalescing at the Winthrop 
Community Hospital, following a_ heart 
attack. Lorenz Ernst, head of the silver- 
ware and clock department, was out ill 
during December. Winter vacations of one 
week each started for employees this 
month, and will rotate during the season. 
q Emery Soule, jeweler of Orleans, Cape 
Cod, Mass., has expanded his store, and 
has taken into partnership Richard Backus, 
formerly with the C. J. Gidley Company, 
New Bedford. The new store, known now 
as Backus & Soule, held a formal opening 
on December 5. 

q Arthur Wright, Needham, Mass., New 
England representative of the Buffalo Jew- 
elry Case Co., attended a conference in 
Buffalo, N. Y., early in December. 

q Jon Oakes, watchmaker of the R. C. 
Jewelry Co., Rumford, Maine, has taken up 
the hobby of raising fancy pigeons. 

q Carol Glass, daughter of Leo and Bella 
Glass of the Bella A. Glass Co., 609 Jew- 
elers Building, was married on December 
6 to Leonard Shaffer, and the couple honey- 
mooned in New York City. Many Greater 
Boston jewelers attended the ceremonies, 
and out-of-town jewelers included Mr. 
and Mrs. Irving Carbino of Massena, N. Y.; 
Mr. and Mrs. Lou Fedderman, New York 
City; and Myer Lippa, of Burlington Vt. 
q Mrs. “Peg” Denehey, of the Smith-Keon 
jewelry store, Willimantic, Conn., is now 
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Best for Watches and Clocks 


Wm. F. Nye, Inc., New Bedford, Mass. 
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with the firm’s china and glass store at 
another location. 

q Joseph S. Jason, jeweler, 645 Elm St., 
Manchester, N. H., has built a new sales 
and storage warehouse on Mammoth St., 
with a line of electrical appliances and 
furniture in addition to jewelry. 

q Mr. and Mrs. Andrew May and Mr. 
and Mrs. Lew Kane, both of Bulova Watch 
Co., spent their Christmas and New Year’s 
vacation at the Casa Marina Hotel, Key 
West, Fla. 

q Aaron Ettinger, son of “AI” Ettinger 
of Albert Ettinger Co., Bromfield St., 
Boston, is now on actve duty with the 
U. S. Navy. 

q Mrs. “Nat” Goodman, of N. I. Goodman, 
Inc., 1006-7 Jewelers Bldg., spent the 
Christmas vacation season with her four 
sisters in New York City. Mrs. Sidney 
Geller. wife of the Goodman salesman, 
is convalescing from illness which con- 
fined her to the hospital. 

q A gala Christmas party was staged by 
members of the employees association of 
I. Alberts’ Sons, Inc., on December 24. 
q Joseph DiVita, of Boston Jewelry Mfg.. 
Co., 1001 Jewelers Building, is back at 
work after 14 months in Korea, where he 
acquired four major battle stars. 

q Seth Greene, son of Mr. and Mrs. Frank 
Greene, of the firm of the same name. 
610 Jewelers Building, is now stationed 
in Scotland with the air force. Their son, 
Henry, is with the air force in Bangor. 
Maine. 

q New partitions have been installed, along 
with new showcases, in the recently reno- 
vated and redecorated quarters of M. S. 
Page Co., 505-8 Jewelers Building. 

q Members of the Thirty Club, a social 
organization of Greater Boston jewelers, 
met at the Boston Club on December 7. 
q On February 1, J. M. Michelin, jeweler, 
702 Washington Building, will move to 
Room 302 in the same building. Miss 
Marie Fitzgerald of the same firm is back 
from a vacation trip to New Brunswick 
and East Brook, Maine. 

q Mr. and Mrs. Edwin Guiness of Louis 
F. Guiness, Inc., 711 Jewelers Building, 
will leave January 2 for their annual 
fishing trip to Miami, Fla. The firm has just 
brought out an attractive new and exclusive 
line of monogrammed jewel boxes for its 
customers. 

q.N. G. Wood & Sons, silversmiths and 
makers of trophies, outgrew their No. 1 
Park St., Boston, location, and announced 
the recent opening of new and _ larger 
quarters on the entire 5th floor of 18 New- 
bury St. 

q Walter Olson, manufacturer of jewelry 
cases and window displays, has enlarged 
his quarters at 52 Province St., Boston. 
and a new sign reads: “The Olson Studio 
of Interiors.” 

q John Black, assistant in the silverware 
department, A. Stowell & Co., has taken 
over complete charge of the china, glass. 
and gifts section. 

q Employees with the Thomas Long Com- 
pany for the past five years, or more. are 
enjoying one-week winter vacations, be- 
ginning this month. 
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RHOOE ISLAND 


204 WESTMINSTER ST PRovin ence 


YY  thoterpieees 


HAND CARVED IN GENUINE IVORY 


Direct Imports from Germany 


NECKLACES ® BRACELETS ® EARRINGS 


Exclusive for fine retail jewelers 
| 
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Completely Renovated 


from $4.25_ 
including parking 




















“The House of Friendly Serice” 


WATCH MATERIALS AND 
JEWELERS® SUPPLIES 


First & Washington, Springfield, Ill. 


ASK FOR “FAMOUS BRANDS BOOK" 











FREE counter sates soox 














MIKE KRASILOVSKY 
Moves Machinery 


and Factories 
Complete Installation 
426 LAFAYETTE AVE. BROOKLYN, WN. Y. 
STerling 3-1990. 
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AN EXCITING NEW IDEA 
FOR MOTHERS AND GRANDMOTHERS 


; Hearts and Round 
Discs to be Engraved 
with the Names of 


Children or Grandchii- 
dren. 
Hearts for Girls. 


Meaé Round Discs for Boys. 7 








Mother's Day 


Birthdays 
Valentines Day 


Anniversaries 
Bracelets in Various Designs. Discs 
and Hearts in All Popular Sizes 
and Qualities. 14K, Sterling, and 
Gold-Filled. Catalog on Request 


CHARM CRAFT CORP. 


198 Broadway New York, N. Y. 

















Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT. 
TOURMALINES 
TOPAZ 

AMETHYST 


Unusual Gems 





Memo Selections sent promptly 


ALLAN CAPLAN 











2 West 46th Street New York 36, N. Y. 








JEWELERS PRINTED SUPPLY HOUSE 


seine Envelopes, Repair Checks—String Tags 
we Ay A and Cellulold Tags—Wrap Papers 


Me rder and es Books 
A, A. Books—Show Cards—Priee — F ees 
Complete "printed Supplies for the. Rade 
Write for Samples 
DAUER PRINTING CO 


37 E. 21st St., New York 10, N.Y. | AL 4-2175 
Visit Our Large Show Room of Supplies 








~~ WATCHMAKING 
REPAIRING - ENGRAVING 
Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
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q it was incorrectly stated here in the 
October issue that the Pennsylvania Re- 
tail Jewelers Association is distributing 
a booklet which contains a chart showing 
how to compute the tax on “tax-included” 
prices and explains how to collect the new 
state sales tax. Actually, the booklet which 
the organization has prepared only con- 
tains computing tables showing the amount 
of sales tax to collect on jewelry sales. 
Copies may be obtained from the president 
of the Pennsylvania RJA, Charles H. 
Heine, at William Gibbons’ store, 5 S. 40 
St., Philadelphia. 

q Ringold’s Credit Jewelers are currently 
installing a complete gemological labora- 
tory on the second floor of their store at 
817 E. Allegheny Ave. in Kensington. The 
facilities of this laboratory will be avail- 
able to the trade. 

q A suite in the Benjamin Franklin be- 
came a classroom for future registered 
jewelers and certified gemologists in No- 
vember as Bert Krashes, instructor of the 
Gemological Institute of America, taught 
students of the Philadelphia retail trading 
area including: Milton Aion, Virginia 
Gray and Bud Ringold of Philadelphia; 
Saul Brasco of Bridgeport, Pa.; Harry 
Hinkle of Bethlehem, Pa.; Stanley War- 
wick of Chester, and A. Zimmerman of 
Collegeville. 

q Extensive renovations were _ recently 
completed at the Ferguson Jewelry Store, 
2428 Kensington Ave. The store was en- 
larged by approximately 12 feet and a new 
balcony to house a complete service de- 
partment was installed. The strikingly 
modern front is stainless steel. But per- 
haps the most unusual feature is the floor 
—lowered to street level to make entering 
easier and more tempting to passers-by. 
4 For Christmas, Ringold’s Germantown 
store repeated last year’s successful deco- 
rating theme. A train—such as the one 
fathers like to monopolize under their 
children’s Christmas tree—ran in circles 
in the window. Each car held gift sugges- 
tions, from watches to razors, to suit vari- 
ous members of the family. 

q As on January 15, one of the most at- 
tractive shops at the City Line shopping 
center will go out of business. Those who 
frequented the center will miss Coronet 
Jewelers. 

q Barr’s seven stores in the Philadelphia 
area have extended their contract for the 
television program “Barr’s Diamond The- 
ater” for six months beyond the Christ- 
mas season for which it was originally 
planned. 

q Intensive coverage was accomplished in 
the Sunday Bulletin on December 6 by 
Barr’s with a 16-page tabloid ad plus 
three additional pages in the gift section, 
making a total of 19 pages of advertising 
on one day. 

q The Philadelphia Electric Co. is still 
distributing pictures of the Christian J. 
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Van Den Bergh store at 5817 German. 
town Ave. as an example of beautiful, 
modern lighting effectively flattering the 
merchandise. Renovations on this store, 
featuring the new lighting and a front of 
curved glass and Tennessee stone, were 
completed November 1 last year, 

q Another example of the current trend 
for central city merchants to open 
branches in neighborhood shopping cep. 
ters is the new M. Simon & Co. store at 
the Boulevard Shopping Center, 6573 
Roosevelt Blvd. The grand opening of 
the new Simon store, held jointly with 
the grand opening of the center, featured 
prizes including a free Ford sedan, sey. 
eral appliances, dinnerware and materials 
for decorating a home. Local radio and 
television stars appeared in person includ- 
ing Rex Trailer and his horse; Clarabel] 
the Clown; Mac McGuire, and Vicki 
Mills. A spectacular parade of celebrities, 
floats and bands made dramatic use of 
animated trade marks such as “Little 
Oscar Mayer” and mythical television 
characters such as “Willie the Worm.” 
The opening celebration was announced 
in the Philadelphia Inquirer. 

q The artistic hand of Mrs. Charles E, 
Flinchbaugh is much in evidence in the 
windows of the Flinchbaugh jewelry store 
in Norwood, Pa., where the merchandise is 
set against a background of a lovely win- 
ter scene painted by this popular artist. 
q William J. Glatz has added small traffic 
appliances to his stock in the clock and 
gift section of his store at 6435 Rising 
Sun Ave. 

q Lee Robbins has moved from 137 §. 
8th St. to 142 S. 8th St., almost directly 
across the street. The new store is larger 
and more attractive and has the advantage 
of being on the corner of 8th and Walnut 
where more traffic is attracted to its large 
windows. 

4 Jack Enright of Enright’s, Inc., reports 
that this Christmas season was greatly 
aided by the increased number of coop- 
erative advertising plans offered by many 
manufacturers and distributors of brand 
name products. He took advantage of many 
such opportunities in his pre-Christmas 
advertising. 

q Benjamin H. Fox, formerly of Jenkin- 
town, has closed his suburban Philadel- 
phia store and moved to Florida where 
he opened a new store at 124 Andrews 
Ave., Fort Lauderdale. 

q George W. Long, prominent retired 
jeweler, passed away December 3 at Vet- 
erans’ Administration Hospital in Phila- 
delphia. Older jewelers will recall Mr. 
Long, who was 82 years of age, as a lead- 
ing jeweler from the time his father, 
William H. Long, left their store at 1627 
South St. to enter the Civil War until the 
late 1920’s when George W. Long retired. 
At the time he acquired the store, the 
corner of 16th and South was the center 
of a central and prosperous shopping area. 
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PHILADELPHIA JEWELER ENLARGES STORE 


Photo courtesy of Philadelphia Inquirer 


The always attractive Francis Haggerty store at 3707 Germantown Ave., has been completely 

redecorated and enlarged. A new acoustical tile ceiling, concealed indirect ‘cove" lighting 

combined with spot lighting, and an all-glass front are only a few of the many new features. 

Above, Mr. Haggerty shows merchandise to one of the many customers who visited the 
modernized establishment after its re-opening. 
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George Long was the organizer of the 
West End Business Men’s Association, one 
of the first of this type of organizations. 
He was a veteran of the Spanish-American 
War and served in China in the Boxer 
Rebellion. Surviving are a son, a brother 
and a sister. 

q Sansom Street jewelers are receiving 
favorable comments on their mention in 
a feature article in the Philadelphia In- 
quirer Magazine on October 18. Leonard 
Levin, Herman Dubrow, Anthony D’An- 
giolini and Domenic F. Marella, David 
Parker and the Diamond Exchange re- 
ceived publicity specifically mentioning 
names and showing their respective pic- 
tures; but the feature and_ especially 
photos illustrating it gave publicity to the 
entire section. 


q Valuable publicity was received recently 
by Michael Orloff in the Evening Bulletin 
in connection with the presentation of a 
zodiac clock to President Eisenhower. The 
clock was a present from the employees 
of the Kienzle Clock Co. in Germany. As 
the local distributor for the company, Mr. 
Orloff was photographed examining the 
clock. 


q The trend toward more evening selling 
hours continues. The new branch store 
of M. Simon & Co. in the Boulevard Shop- 
ping Center remained open every night 
from the time of its formal opening in 
December until Christmas. The main store 
at 1222 Market St. kept the usual Mon- 
day, Wednesday and Friday evening hours 
and, in addition, remained open Saturday 
evenings in December. 


qJ. L. Popowich & Son, manufacturers 
of Jewelite leather wrist watch straps, 
announced recently the removal of their 
factory and offices to the fifth floor of 
the Le Gar Building, 802 Sansom St. 
Julius Popowich recently returned from 
a two-week visit to Switzerland where he 
concluded final negotiations for his com- 
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sizing holes permits 
the greatest range of 
reductions. 
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Time Payments 


NEW HERMES 
PRODUCTS CORPORATION 


pany to be sole distributors in the United 
States of the Derby line of watch straps. 


Rudolph's Open 33rd Store 

Rudolph’s Jewelers has opened a new 
store at 2501 James St., Eastwood, N. Y. 
This is the chain’s 33rd unit. 





13-19 University Place, N. Y. 3, N. Y. 














No. 19—1234" x 9" 
$32.00 


Keystone 


HECO 400 day clock with 
new, adjustable base and 
many other improvements. 
Hand painted floral decor- 
ations. Enamel dial. Fancy 
hands. Baroque posts. With 
every clock comes an ad- 
ditional complete suspen- 
sion assembly, free of 
charge. 
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Other Styles Available 


Send for Latest 


Catalog and Price List 





HENRY COEHLER CO.., Inc. 


101 Fifth Avenue New York 3, N. Y. 
1524 Merchandise Mart, Chicago, Ill. 
300 Merchandise Mart, Dallas, Tex. 
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BOHEMIAN GARNET JEWELRY 
10 Karat Gold 
Antique and New 





Earrings, rings, crosses, brooches, 
necklaces, bracelets. Many styles. 


Write for an approval package. 


We specialize in repair of all garnet 
and seedpearl jewelry. | 


Catalog sent upon request 


ASIATIC ART JEWELRY CO. 


225 Fifth Ave., N. Y. ©. 10, N. Y. 














ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Silverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too smal!. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 

















Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 

















ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ®@ 


5 HOPKINS PLACE, BALTIMORE, MD. 














WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches. 
Prompt mail service 


Write for New Catalog 60 


DEAN COMPANY 
7V2 N. Atlantic Ave., Daytona Beach, Fia. 





158 











q Underwood Jewelers, headed by H. F. 
Underwood, was formally opened in its 
spacious new Southside store at 2016 San 
Marco Blvd., Jacksonville, Fla. Dewey 
Gilliland is store manager. Mr. Gilliland, 
who has had nine years experience in the 
jewelry business, was formerly in the jew- 
elry department of Underwood’s down- 
town store in Jacksonville. 

q Gordon’s Jewelry Store, 330 West Jef- 
ferson, Dallas, Texas, has completed a 
remodeling and modernization program, 
reports Manager Sidney Albert. 

q Walter M. Dixon, prominent jeweler of 
Staunton, Va., is the new president of 
the local Kiwanis Club. 

q Gordon’s Quality Jewelry Store, 1605 
Main St., Dallas, Texas, has been com- 
pletely remodeled inside and out to make 
it one of the most modern and attractive 
of its kind in the city. 

q Brown’s Jewelry Store, Vidalia, Ga., has 
opened a new gift shop on the second floor 
of the Brown Building on Meadows St. 

q Skinner’s Jewelry Store has moved to its 
new location at 109 East Main, Arlington, 
Texas. The building into which the firm 
has moved has been completely remodeled, 
affording much more floor space for display 
cases and watch repair benches. Curtis 
and Harlan Skinner are the owners. 

q The name of the Leon Gordon Jewelry 
Co., which has been operated by Mr. 
Gordon since 1913 at 624 Main St., Hous- 
ton, Texas, has been changed to Church’s 
Jewelry Co. 

q Arthur’s Gift and Jewelry Co. is one 
of the tenants of the recently built $500,000 
Dell Village Shopping Center in San An- 
tonio, Texas. The store is run by A. E. 
Greenwood and is a branch of E. A. Green- 
wood & Son, who operate four other shops 
in San Antonio. 


—_——_ _-______ 


Baltimore-Washington News 


¢ Harold Levey, mineralogist and curator 
of the Baltimore Historical Society of 
Natural History, addressed the Gem Cutters 
Guild of Baltimore on December 8. He 
spoke on minerals and mineral locations 
in the west and illustrated his talk with 
motion pictures of his recent trip through- 
out that area. 

q The newest jewelry store in the Baltimore 
area was opened late in November by Ed 
Weiss at 407 Eastern Ave., Essex, Md. Mr. 
Weiss, who owns and operates this estab- 
lishment under the trade name of Rogers 
Jewelers, is well-known in the retail trade 
locally. He was employed by the Castel- 
berg stores until his present venture. 

q Emanuel “Amby” Schloss, formerly with 
the Kay jewelry store chain for 20 years, 
is now associated with the Engel-Pack Co. 
of Baltimore. He has assumed the position 
of vice president and treasurer. 

q Eight turkeys were recently awarded as 
prizes for high scores in a “Turkey Roll 
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Contest” held by the Jewelers Bowling 
League of Baltimore. The league, which 
consists of 16 teams representing establish. 
ments in this area, is headed by Eddie 
Podolsky of Leon Levi, Inc. Other officers 
are John Evans (Prince Jewelers), vice 
president, and Harry Bachman (Jewelry 
Crafts), secretary-treasurer. 

q The firm of Theodore Overbeck & Son, 
212 N. Liberty St., Baltimore, completed 
another milestone recently when it cele. 
brated its 66th anniversary. The store js 
currently being operated by Lloyd Over. 
beck. 

q The nominating committee of Greater 
Washington Retail Jewelers Association 
has prepared a slate of officers for the 
coming year to be presented at the asso- 
ciation’s next meeting to be held on 
January 27. The committee, headed by Sol 
Lynn, includes Bernard Burnstine and 
Bernard Fredland, all past presidents of 
the association. The slate to be presented 
is as follows: President, David Mann 
(Pentagon Jewelers); Vice President, 
Harry Brott (Kahn-Oppenheimer, Inc.) ; 
Secretary, Donald Wolpe (Julius H. Wolpe 
& Co.), College Park, Md., and Treasurer, 
Charles Schwartz (Chas. Schwartz & Son). 
For vacancies on the board of directors: 
C. C. Anderson, William Runk and George 
Simball. The following directors are slated 
to retain their seats on the board: William 
Wright, Lou Nyberg and Ed Taylor. 

4 H. H. Becker and R. A. Gleason recently 
purchased Ward’s Jewelers in the Willston 
Shopping Center in Falls Church, Va. The 
store, located at 6479 Arlington Boulevard, 
is being operated under the name of 
B. & G. Jewelers. 





Walter R. Thomas Opens 
New Store in Tifton (Ga.) 


A steady stream of customers visited the 
new Walter R. Thomas jewelry store in 
Tifton, Ga., when it was formally opened 
on November 21. 

Mrs. Johnnie Evans, who has served as 
manager of the firm’s Myron E. Freeman 
unit in Rome, Ga., is manager of the new 
Tifton store. Jess W. Cornell of Tifton is 
in charge of the watchmaking department. 

Walter R. Thomas stores are located in 
Albany, Atlanta, and other Georgia cities. 

In addition to jewelry, the store is fea- 
turing silver, china, crystal, a wide range 
of home ornaments, mirrors and gifts, and 
even brass fireplace accessories. 


Off-Street Parking Surveyed 


Principal backer for off-street parking 
spaces in many leading cities is still the 
private businessman. Recent survey of 10 
major cities showed private ownership of 
90 per cent of off-street parking areas in 
downtown districts. Also, private capital 
is being invested in 60 per cent of car- 
storage spaces being built or planned for 
construction. 
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Stieff Company Honored by 
Baltimore Advertising Club 


In line with its practice of compliment- 
ing various outstanding Baltimore busi- 
ness firms, the Advertising Club of Bal- 
timore saluted the Stieff Co. on November 
18 at a special meeting. 

Guest speaker at the meeting was G. H. 
Niemeyer, chairman of the executive com- 
mittee of Handy & Harman, who said 
that the Stieff company, in its product and 
business practices, stood as a shining ex- 
ample to American business. 

In places of honor at the head table 
were Gideon Stieff; Charles Stieff, II, 
who acted as toastmaster; Rodney Stieff 
and Ellis Baker, vice president. 





New Owners Acquire Richmond 
Branch of Geo. Phillips Co. 


The Richmond (Va.) branch of the 
Geo. Phillips Co., Inc., wholesale jewelers 
at 216 N. 2nd St., was acquired recently 
by new Owners. 

A corporation known as Phillips Whole- 
sale Jewelers has been formed by the new 
management under Virginia statutes. Prin- 
cipal stockholders are Sidney C. Mittelman, 
who is president and general manager, 
and Harold and Gene Sobel. 

It was stated that the new concern plans 
continuation of its presently held manu- 
facturers’ franchises and also plans ex- 
pansion of showroom and_ warehousing 
facilities in Richmond. 





B. M. Vaughn and Carvel Hall 
Share Top Billing on Telecasts 


Carvel Hall cutlery received much favor- 
able publicity recently through the efforts 
of B. M. Vaughn, head of B. M. Vaughn 
& Co., manufacturers’ agents of Houston, 
Texas. Mr. Vaughn’s firm represents Chas. 
D. Briddell, Inc., manufacturers of Carvel 
Hall cutlery, in the Southern states. 





Through two appearances on telecasts, 
Mr. Vaughn was able to both describe and 
show his television audience samples of 
Carvel Hall products. He first appeared 
as an invited guest on the “Variety Hour” 
program on KRLD-TV in Dallas, Texas. 
During his appearance with Gerry Johnson, 
mistress of ceremonies, he related several 
human interest stories concerning the 
founder of the Briddell firm and his chil- 


dren who now operate it. 





Gerry Johnson, mistress of ceremonies on 

the “Variety Hour" telecast, which orig- 

inates from KRLD-TV in Dallas, interviews 

B. M. Vaughn, manufacturers’ agent, during 

his appearance on that show. Prominently 

displayed throughout the show were Carvel 
Hall products. 


Mr. Vaughn later appeared as a guest 
on the “Our House” telecast whch origi- 
nated in the studios of WDSU-TV in New 
Orleans. Appearing on the same show with 
him was movie actor John Payne who 
assisted him and several others in a skit 
illustrating the proper way to carve a 
turkey. After an unsuccessful attempt had 
been made to carve the bird with old 
fashoned utensils, a Carvel Hall carving 
set was utilized and the job was completed 
quickly and easily. 








HENEBRY'S DISPLAY WINS TOP AWARD IN CONTEST 





This eye-catching and modernistic window won top prize for Henebry's, Inc., jewelers of 
Roanoke, Va., in a recent contest conducted by Coronet magazine among dealers who 
sell Girard Perregaux watches. This display was judged best of the more than 300 entries 
that were submitted. As winner of first prize, Henebry's was presented with a check for $100. 
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AN AUCTION 


SERVICE FOR 
JEWELERS 
WHO CARE 


THERE IS NO HURT FROM 


A FAUSSETT AUCTION 
THOMAS J. FAUSSETT 





America’s Foremost Jewelry 
Auctioneer 


A complete close out calls for con- 
scientious service, and a willingness 
to see the jeweler through to a suc- 
cessful conclusion. 


Our $200,000 removal sale for 
Middleton’s Jewelers Inc., Fort 
Lauderdale, Fla., was the talk 
of the state. Mr. Earl Middle- 
ton, President of the Corp., 
was four times President of the 
Retail Jewelers Assoc. of the 
state of Fla. Let him tell you 
why Faussett was chosen for 
their sale out of the large field 
of jewelry auctioneers. 


NOW MAKING READY TO 
OPEN OUR 2ND_ LARGE 
LIQUIDATION AUCTION IN 
THE STATE OF FLA. 


HERE ARE A FEW OF THE 
FAUSSETT AUCTIONS 
THAT MADE AUCTION 
HISTORY. 


Pfeiffer Bros., Little Rock, Ark....$ 85,000. 
Bunde & Upmeyer, Milwaukee, Wis. 75,000. 
Mitchell Greer Co., Ft. Worth, Tex. 105,000. 
Federal Court Receivership, 

PF rR ee ,000. 
Feagans & Co., Los Angeles, Cal. 800,000.00 
Feagans & Co., Los Angeles, Cal. 385,000.00 
Haltom & Friedly, Wichita Falls, 


8 
8 888 


RR et 2 RE are 90 000.00 
Brodegaard Bros. Co., Omaha, 

PEE “4400s sobancateGinncestesun 86,000.00 
R. F. Seidel, Pittsburgh, Pa...... 140,000.00 


Noack-Hardger, Sacramento, Cal. 65,000.00 
Campbell & Ginder, 

Lee Pm iis 80 on siccccca. 100,000.00 
Court Receivership, Tulsa, Okla... 70,000.00 


THOMAS J. FAUSSETT 


521 Fleming St. 
HOWELL MICHIGAN 
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SWARTZ & CO. 
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10 South Wabash Avenue Chicage 3, Ullinels 
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your present 
NEWALL stem system 





WITH 


THE NO. 645C NEWALL STEM SYSTEM 


144 high quality stems are contained 
in a one drawer steel cabinet. All for 
just $23.00. See your jobber today. 


THE NEWALL MFG. CO. CHICAGO 2 




















WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 

















The only timing machine that 
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HENRY PAULSON and COMPANY 
131 Se. WABASH AVE - CHICAGO 3, ILL 


Please send me full information covering the Jewelers 
Biggest Business Builder the Paulson Time-O-Grat 


WAME 
ADOAESS 
city 














160 














q The Loring Andrews Co., 148-year-old 
Cincinnati jewelry firm, has been pur- 
chased by Gordon Lang, president and 
owner of Spaulding & Co., Inc., 959 N. 
Michigan Ave. Mr. Lang declared that the 
purchase was one made by him personally, 
and added that Spaulding & Co. has no 
ownership in the Cincinnati firm in any 
way. He pointed out that both corpora- 
tions will operate independently of each 
other under his direction. 

q Handy & Harman’s Chicago plant sched- 
uled its annual award dinner for Wednes- 
day evening, December 16, at the Graemer 
Hotel. About 100 of the Chicago plant em- 
ployees were expected to attend. Depend- 
ing upon the number of years they have 
been with the firm, old-time employees 
are presented with pins or watches as the 
highlight of the evening. 

q Robert Groya has joined Bernard Zell 
at Jacoby-Bender’s Chicago office, 29 E. 
Madison St., filling the vacancy created 
by the recent death of Irving Jensen. 
Another bit from the firm’s Chicago office 
—it was redecorated last month. 

q Pakula & Co., 218 S. Wabash Ave., 
planned to exhibit at the Wisconsin Gift 
Show in the Milwaukee Auditorium, Janu- 
ary 17-19. Representing the firm at the 
show will be Siegbert Crohn and Irving 
Steiner. 

q Tex Williams, Williams Jewelry & 
Manufacturing Co., 10 S. Wabash Ave., 
reported that his firm has had consider- 
able response to their recent circular of 
Knights of Columbus jewelry, entitled 
“K. of C. Jewel book.” This is the first 
time, Mr. Williams stated, that a catalogue 
has been devoted entirely to Knights of 
Columbus jewelry or that many of the 
pieces shown have been available. 

q Mr. and Mrs. Mitchell J. Diamand will 
represent their firm, Gaines & Gaines, Inc., 
5S N. Wabash Ave., at the Main Floor 
Accessories Show which is to be held at 
the Hotel McAlpin in New York, January 
10 through 14. Also in attendance to as- 
sist their customers at the show will be 
Herman Feinglass, who covers Chicago 
and the state of Indiana for the firm, and 
E. Alpert, who covers Illinois and Wis- 
consin. 

q Everyone was busy getting ready for 
Christmas parties as this issue went to 
press. Among the many firms making 
preparations was the Imperial Pearl Syn- 
dicate, 5 N. Wabash Ave., who had 
planned their annual party for Decem- 
ber 24. 

q Joseph Goldstone (Imperial Pearl Syn- 
dicate), president of the Importers Asso- 
ciation of Chicago, announced that the 
association’s Christmas party was sched- 
uled for December 17 and was to be held 
at Mandel Brothers. The January meeting 
of the group will be held on the evening 
of the 20 at the Hotel Sherman. 

q Goldsmith Brothers Smelting and Refin- 
ing Co. planned to hold their annual 
Christmas party on December 23 in the 
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Florentine Room of the Congress Hotel, 
Although their plant is running 24 hours 
a day and so many would not be able to 
attend the shindig, about 100 were ey. 
pected. Awards for the year were to be 
presented and Marc S. Goldsmith, pregj. 
dent, was to be the main speaker. On the 
lighter side, dancing and other entertain. 
ment were scheduled. 

q Stein & Ellbogen’s Christmas party was 
scheduled for December 10 at the Con. 
gress Hotel. About 100 were expected to 
attend the dinner-party. Charles Ellbogen, 
president of the firm, was in charge of the 
arrangements. Planning to _ leave for 
Florida some time after the party for 
vacations were Mr. and Mrs. Milton 
Nathan (representing the firm in Michi- 
gan), Mr. and Mrs. Adolphe Bitterman 
(Chicago), and Ernest Roseth (lllinois 
and Iowa). Going to Miami for the dual 
purpose of vacation and to attend the 
graduation of their son, were Mr. and 
Mrs. Harry Wish. Mr. Wish represents 
the firm in Wisconsin and Illinois. Their 
son, Henry, will graduate from the Miami 
Law School. 

q Irving Chayken, prominent jeweler of 
Hammond, Ind., reports that jewelers in 
that city joined together in a cooperative 
advertising campaign which enabled the 
Hammond Times to win second place 
in the amount of linage used during a 
recent promotion sponsored by the Hamil- 
ton Watch Co. As a result, watches were 
presented by Hamilton to the newspaper’s 
advertising manager and his assistant on 
October 6. The presentation took place at 
a luncheon given by the Times’ publisher 
at the Press Club for jewelers of the 
state. Wilford Pierpont and Wallie Broch 
represented Hamilton at the luncheon. 

q The Illinois Watchmakers Association, 
together with the Midwest Chapter of the 
National Association of Watch & Clock 
Collectors, held a pre-Thanksgiving night 
out at the Elk’s Chicago Lodge. The sub- 
ject of the program was “Diamonds in 
Watches.” After a delicious dinner, Emil 
Palenik, jeweler at 17 N. State St., an 
authority on diamonds, spoke on that sub- 
ject. A prize was given for the oldest and 
most unusual watch with a diamond as 
part of its movement. 

q The Golden Roosters formal ladies party 
is scheduled for February 20 at the Con- 
gress Hotel. About 400 people are ex- 
pected. Herman Kramer, chairman of the 
entertainment committee, is in charge of 
the arrangements. 

q The Chicago Jewelers  Association’s 
Christmas party was set for December 24 
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at the Jewelers’ Club with an expected 
attendance of about 100 members and 
guests. As has been the custom in the 
past, there was to be a luncheon starting 
at noon. = 

4A credit and collection forum similar to 
the one held at the annual convention of 
the National Jewelers Association is sched- 
uled by the Jewelers Association of 
Greater Chicago for Wednesday evening, 
January 6, at the Standard Club. A panel 
of experts will address the meeting and 
will answer questions from the floor fol- 
lowing their talks. 

4 Members of the trade were elated by 
the passing of a jewelers’ auction ordi- 
nance recently. This bill, now part of the 
municipal code, limits the running of auc- 
tions to those which are legitimate and 
is aimed against wildcat auctions. 

q Jack Manning, salesman for F. H. Noble 
& Co., returned in December from a suc- 
cessful trip in the east. 

4 Ernest Berg, Heyworth Building im- 
porter, was recovering last month from 
the effects of a serious automobile acci- 
dent which hospitalized him for five weeks. 
The accident occurred in Wisconsin just 
north of Milwaukee while he was on a 
sales trip. His many friends were awaiting 
his return eagerly. 

q Arnold Schloss, manufacturers’ repre- 
sentative with offices in the Heyworth 
Building, reported enthusiastic response 
from wholesalers to the new Ballé line of 
men’s expansion bands recently introduced 
by Watch Bands, Inc. 


Caulpetzers Open New Store 
At Old Berrien Springs Site 


A sizeable turnout attended the grand 
opening of the Caulpetzer Jewelry Store in 
Berrien Springs, Mich., on November 13 
and 14. The store, owned by Mr. and 
Mrs. Hazen Caulpetzer, is housed in a new 





huilding constructed where a 100-year-old 


Berrien Springs landmark once stood. 


The Caulpetzers purchased the business 


from B. F. Dilley eight years ago, when 


it was located in the old landmark, now 


torn down. A jewelry store has been in 


existence on this site for over 60 years 
and Dilley was in business there for 52 


years. 


The old structure was razed by the Caul- 
petzers last spring to enlarge the business 
and the new building was erected on the 


site this past summer. 

A new angle-type glass and metal front 
has been installed and floor space has been 
doubled. All fixtures and showcases are 
new. Shadow boxes are employed for dis- 
play purposes and the showcases are spot- 
lighted from above and within the cases. 

Caulpetzer, who is from Benton Harbor, 
Mich., was formerly with the Olsen & Ebann 
Jewelry Co. in that city. 





Watch Material Distributors 
Name N. Y., Washington Agency 


Eugene J. Sobel, president of the Watch 
Material Distributors Association, has an- 
nounced that Harry W. Graff, Inc., New 
York and Washington public relations and 
advertising firm, will take over the ad- 
ministrative functions of WMDA effective 
immediately. 

Mr. Sobel also appointed Stanley G. 
House, Washington manager of the Graff 
Agency, as assistant to the president. In 
this post, Mr. House will coordinate the 
entire advertising, public relations and 
administrative activities of the WMDA 
from his office at 1614 K St., N. W., Wash- 
ington, D. C. 

The Watch Material Distributors Asso- 
ciation is composed of more than 100 
companies throughout the nation dealing 
with watch material, tool and supply dis- 
tribution, as well as representatives of the 
country’s leading watch manufacturing and 
watch products companies. 
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Members of the sales organization of the Feature Ring Co. present at the recent meeting 

were, standing, left to right: Morton Lippman, Alfred E. Stein, sales manager, and Henry 

Peterson, president. Seated, left to right: Jack Nadler, Lloyd Richland, Frank Beaton, Fred 
Lee, Jerry Peterson and Robert Lewin. 


The new spring line of Feature Lock 
interlocking rings and a 12-set remount 
promotion were discussed at the recent 
sales meeting of Feature Ring Co., Inc. 

Accenting the need for a new selling 
idea to take advantage of a market poten- 
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tial that has never been fully tapped, 
Henry Peterson, president of the company, 
briefed the sales force on all facets of 
the new remount campaign. He also pre- 
sented the promotion package that will 


be offered to the trade. 
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and manufacturers 


wholesalers 
during December were experiencing the 
busiest holiday season in many years, with 
most of the offices and plants being open 


q Local 


seven days and nights weekly. While it 
was impossible for many manufacturers to 
fill the large volume of special orders in 
time for Christmas gift giving, it was 
said at most offices and plants that all 
last-minute orders for regular merchandise 
were being filled promptly to insure suf- 
ficient stocks in retail stores. 

q Hobart A. Wehking has found that he 
can’t operate two businesses successfully, 
so has closed his retail jewelry store to 
concentrate on his new job as local post- 
master. When appointed several months 
ago, he had been granted permission to 
continue operation of the store as a side- 
line activity. 

q James L. Chapman, who was associated 
for 40 years with the Loring Andrews Co., 
and was vice president and general man- 
ager during the last seven years, is now 
associated with Edward Herschede, Jr., 
retailer in the Keith Building. Mr. Chap- 
man, who is widely known in the industry, 
will specialize in sales of fine gems and 
precious jewelry. In line with the expan- 
sion move, the Herschede office and dis- 
play space has been doubled and air con- 
ditioned, and new equipment, fixtures and 
furnishings have been installed, to make 
it one of the most modern retail jewelry 





Frank Herschede Co. Opens 
Branch Store in Hyde Park 





Snapped by the photographer while ex- 
amining a handsome silver pitcher in the 
new branch store of the Frank Herschede 
Co., 76-year-old Cincinnati retailers, were, 
left to right: Larry Johns of the Gorham 


Co., Providence; Mrs. Virginia White, 
manager, and Mrs. George Fisher, as- 
sistant. 


The branch store, in the Hyde Park 
residential area of Cincinnati, is air-con- 
ditioned, has pale aqua tile flooring and 
wall finish, fluorescent lighting and mod- 
ern fixtures. The stock includes costume 
jewelry, silver, china and crystal. 


Other Herschede branch stores. are 











planned for later this year. 
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establishments in the mid-west. Mr. 
Herschede, a certified gemologist and well. 
known gem authority, also continues ag 
head of the Cincinnati Gemological Lab. 
oratory at the same address. 

q In order to provide more complete oy. 
erage of news about company functions 
and activities, the employee monthly pub. 
lication of the Gruen Watch Co. has beep 
enlarged and its name changed from 
“Gruen Time” to “Tic-Talk.” This was 
the winning name selected from among 
more than 300 employee entries, and Mrs. 
Kathryn Wilson of the company’s legal 
department, who submitted it, received a 
$75 savings bond. 

q On buying trips recently in New York 
and Providence were R. J. Frommeyer of 
the Klein Brothers Co., wholesalers, 626 
Vine St.; Julian Schwab and James Held. 
man of A. G. Schwab & Sons, Inc., whole. 
salers, 229 E. Sixth St., and Mr. and Mrs, 
Charles Haberman of the Haberman Sales 
Co., wholesalers at 104 W. Fourth St. 

q A recent issue of the Times-Star, after. 
noon newspaper, contained a feature story 
interview with Max Litwin of Litwin & 
Sons, Inc., manufacturers at 114 W. Sixth 
St., on diamonds as Christmas and anni- 
versary gifts. Accompanying the story was 
a picture of Mr. Litwin and two Ice Fol- 
lies skating beauties wearing $70,000 
worth of diamond jewelry. 

q Jewelry thefts continue to plague the 
industry in the mid-west, the latest hav- 
ing been the theft of $20,000 worth of 
jewels from the Dayton, O., hotel room of 
Howard J. Rosfelder, partner in the firm 
of Rosfelder Brothers & Co., manufacturers 
at 413 Race St. Jack Wolf of this city, a 
salesman for M. H. Shiman & Co. of New 
York, also reported loss of more than 
$40,000 worth of diamond rings from his 
car in Gary, Ind., while watches valued 
at nearly $1,000 were stolen from local 
retail stores during recent weeks. 

q Preliminary plans for the organization 
of a local 24-Karat Club were discussed 
at a luncheon meeting of wholesalers, 
manufacturers and salesmen on November 
27 at the Cincinnati Club. The matter was 
to be considered further at another 
luncheon meeting on December 29 at the 


same _ place. 


q Eugene Swigart, president, and Charles 
Braun, general manager, E. & J. Swigart 
Co., jewelers’ supplies, have been ap- 
pointed to committees of the Watch Mate- 
rial Distributors Association of America. 
Mr. Swigart is chairman of the committee 
on catalogs, and Mr. Braun is co-chairman 
of the subcommittee on consumable sup- 
plies. Mr. Swigart attended an association 
meeting on December 8 in New York 
City. 

q Lars (Ollie) Olsson is a new sales rep- 
resentative in the tri-state area for the 
Flanagan-Kovac Co., wholesalers in the 
Enquirer Building. 

q Harry Nelson, formerly with Black, 
Starr & Gorham, New York, is now watch 
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(MPORTANCE OF PLATINUM METALS STRESSED AT EXHIBIT 


OR Fe 


Dramatizing the rarity of the platinum group metals—platinum, palladium, rhodium, 

ruthenium, iridium and osmium—the revolving 43-inch cube shown above, representative of 

the world's estimated annual production of all six metals, is displayed in the platinum metals 

exhibit at the Franklin Institute, Philadelphia. The exhibit, which was prepared by the Inter- 
national Nickel Co., will be open to the public indefinitely. 











buyer for the Frank Herschede Co., re- 
tailers at 8 W. Fourth St. 

q Joseph Ziegler, Chicago diamond sales- 
man, called on local wholesalers during 
early December. 

4 The annual dinner-meeting and election 
_ of officers of the Cincinnati Wholesale and 
Manufacturing Jewelers Association will 
be held on January 7 in the Cincinnati 
Ge The program was being arranged 
T Gfarence Loeb of Litwin & Sons, Inc., 
chairman of the entertainment committee. 
¢ Harold B. Cohen, for the last six years 
a salesman for the Kaufman-Kassel Co., 
manufacturers at 434 Elm St., and widely 
known in the trade, died November 19 
at his home in Buffalo, N.Y., of a heart 
ailment. Survivors include his widow and 
two children. 
q Clarence Loeb, salesman for Litwin & 
Sons, Inc., manufacturers, is enjoying an 
annual vacation with his wife at Holly- 
wood Beach, Fla. They plan to return 
home in mid-January. 
qC. R. Heileman, head of the C. R. 
Heileman Co., retailers at 413 Race St., 
has purchased a large ranch-type residence 
in suburban Amberley Village. 





Getz Stores Harvest Sales 
With Columbia Promotion 


The six Getz jewelry stores in Greater 
Cincinnati enjoyed substantial increases in 
diamond sales as a result of using the 
“Star Salesman Diamond Cavalcade” store- 
wide promotion plan. This was announced 
recently by Seymour Sadev, sales manager 
of Columbia “Tru-Fit” diamond rings, cre- 
ators of the promotion. 

The firm utilized a complete, packaged 
store-wide promotion available to fran- 
chised Columbia dealers. Points were 
awarded to salesmen for every sale they 
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made and prizes were presented to those 
who accumulated the greatest number of 
points during the promotion. 





Swiss Watchmakers Pledge 
Continued Support of Jewelers 


A continuing program of support for 
the retail jewelers of America during 1954 


has been: pledged by the Watchmakers of , 
Switzerland in a statement issued by Paul , 


Tschudin, their U. S. representative. 

“The hundreds of independent Swiss 
manufacturers of jeweled-lever watches 
and watch movements, comprising the 
membership of our trade _ association, 
recognize the importance of the American 
jeweler and watchmaker in this country’s 
economy ... both as the vital link be- 
tween the distributor and the purchaser 
of the Swiss watch, and as a specialized 
counselor to his local community in the 
selection of precious jewelry,” Mr. Tschu- 
din declared. 

“To help the established jeweler in 
selling and servicing quality Swiss watches, 
our activities during the coming year will 
concentrate on providing the jeweler with 
sales, merchandising, and repair aids that 
will help toward his achieving a sound, 
profitable store operation.” 





New Jersey Watchmakers 
Re-elect Hayenga President 


L. H. Hayenga of Irvington was re- 
elected president of the Watchmakers’ 
Association of New Jersey at a meeting 
of that group held November 10. 

Other officers elected were: Bill Drost, 
Orange, vice president; Emil J. Chessari, 
West New York, secretary, and Bob Hal- 
pern, Newark, treasurer. 
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If you are a better store with 
a clientele that appreciates 
finer things... then you will 
be interested to learn more 
about our unusual 


( Customer-Building 


[ype 


WITH NO INVESTMENT 


Here’s your chance to get New 
Business from old customers and 
New Customers for your store. 


Here’s how! Write to us for our 
complete plan. We will show how 
to get orders for Genuine Steel En- 
graved Wedding Invitations and 
Social Stationery. Our work is super- 
fine quality, exclusively. No finer 
in the field. 

Be the first in your City. . . write at 
once for complete plan. 


wit HOKER s co. 


414 N. Twelfth Bivd. « St. Louis 1, Mo. 
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the franchise for outstanding silver patterns. 
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q Lewis Weisbrod, a partner in the Palomar 
Co., 315 W. Sth St., Los Angeles, recently 
teok off in the firm’s plane to call on re- 
tailers in the southeast and southwest with 
the company’s line of watchbands. Through 
this mode of travel, Weisbrod estimates he 
can make twice the time that he could by 
using commercial planes and also visit 
many more cities enroute. 





Cardinal Mcintyre Visits New 
Weston Plant in Santa Monica 


In celebration of his 50th year in the 
jewelry industry, C. F. Weston, prominent 
jeweler of Santa Monica, Calif., opened a 
new plant in that city to house his medal 
manufacturing facilities. Mr. Weston 
started his career in the jewelry trade in 
Chicago in 1903 and moved to southern 
California in 1910. He manufactures Sculp- 
tured by Weston Medals and personally 
designs all his work. 


’ 





Pictured here is His Eminence, James 
Francis Cardinal McIntyre leaving the 
C. F. Weston plant after blessing the new 
building. Left to right, front row: C. F. 
Weston, His Eminence and Mrs. C. F. 
Weston. In the upper left is Tito A. 
Gutierrez, plant superintendent. 


California AGS Guild 
Elects Henkes President 


The Southern California Guild of the 
American Gem Society held its annual 
election of officers on November 17. Named 
as president was J. Howard Henkes of 
Westwood Village. Others elected were: 
Lester Helms (Donavan & Seamans Co.), 
vice-president, and Dorothy Ward (Dona- 
van & Seamans Co.), secretary-treasurer. 

To Ferdinand J. Soulanille (Arnold’s 
Jewelry Store), Pasadena, fell the responsi- 
bility of assistant program chairman. 

Plans for the coming year are now being 
formulated by the guild. President Henkes 
revealed that important speakers are al- 
ready being scheduled—men prominent in 
their fields who will present subject ma- 
terial that will undoubtedly be of vital 
iiiterest and value to guild members. 

It has generally been conceded that the 
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forum discussions following the speakers 

have been a source of profitable ideas, and 

will be continued for the coming year, 
Meetings will be held according to the 
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old schedule, every third Tuesday of the 
month, with dinner at 7 P. M. They will 
be held, as usual, at the Los Angeles Ath. 
letic Club. 





Pending Proposals Would Hike 
Rates on First Class Mail 


More changes are due with respect to 
mailing costs with an upward revision of 
letter mail rates next on the docket in a 
drive to get the United States postal service 
close to a self-sustaining basis. Pending 
proposals would add to billing and other 
first class mail costs by a minimum of one 
cent per letter, whether regular or air mail. 

Change in first class rates requiresy fn; 
gressional action. But the House riz 
Office committee is ready to act quickly 
when Congress convenes. It will try to 
avoid calling further hearings, feeling that 
it has already heard enough on both sides 
of the question. 

Action is likely to be a little slower on 
the Senate side. Senate committee is not 
likely to move until a private research 
agency has completed a study at committee 
authorization. Among other things, the 
agency’s report is expected to show the 
extent the postal service is used by busi 
ness, the part the service plays in distri- 
bution, and what impact or influence that 
rates have on the economy. 
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IMPORTS—from Sweden—Stemware, Vases, Bowls 
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Send for new illustrated catalog 


R. F. BRODEGAARD & CO.., inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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Americas Fastest Selling 
Dinnenare 
— Illustrated Literature Available — 


MIDHURST CHINA CO. 
129 FIFTH AVE. © NEW YORK 3, N. Y. 
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Puerto Rican Jewelry Workers 
Granted Rise in Minimum Wage 


New and higher minimum wage scales 
for jewelry workers in Puerto Rico are 
scheduled to become effective on January 4. 

U. S. Department of Labor has ordered 
a minimum hourly rate of 50 cents for the 
costume jewelry hair ornament division of 
the button, buckle and jewelry industry 
in Puerto Rico. The rate previously was 
45 cents. For the costume jewelry general 


devoted to movements produced by the 
Ebauches factories, include two pages of 
accepted abbreviations, six pages covering 
46 additions and modifications to be 
clipped and pasted on existing sheets, 
and seven pages of new calibres and “New 
Techniques,” to be added as complete 
sheets. 


The 37-page supplement to Part Two of 
the Official Catalogue, which covers move- 
ments produced by manufacturers of com- 
plete watches, are to be added to that 
volume according to page number. 





For Top 
Quality 
Jewelry 
Castings 
Like This 


without costly 





bench work, 


division, a minimum rate of 36 cents per 
hour is established. Previously, the rates 
for this division were 30 cents and 45 cents. 

The higher wages were ordered by the 
Labor Department under a provision of 
the Fair Labor Standards Act, which 
authorizes the fixing of minimum wage 
rates for Puerto Rican industries on the 
basis of recommendations made by special 
industry committees. 
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Jewelry 
Investment 


This material is reli- 
able: produces out- 
standing results on 
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is economical to use. 
Ransom and Randolph 
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designed to do the job 
best. 
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High Court Denies Request 
For Review of Fair Trade Laws 


State Fair Trade laws appear to be safe 
from any adverse ruling by the U. S. 
Supreme Court for the remainder of its 
present session. 

At the end of November, the high 
tribunal refused to reconsider its mid- 
October denial of a request that it decide 
the constitutionality of the Louisiana Fair 
Trade law and the federal McGuire Act. 
The request was made by Schwegmann 
Bros., New Orleans retailers, who appealed 





Send for CATALOG #52 


ALEXANDER SAUNDERS & CO. 


97 BEDFORD STREET NEW YORK 14, WN. Y. 
WaAtkins 4-8880 


The Wetchmakers of Switzerland have an- | 
nounced plans for distributing two new sup- | 
plements to the Official Catalogue of Swiss | 
Watch Repair Parts. A mailing this coming | 
month to catalogue holders will inform them | 
how to obtain new pages for parts one and | 

two of the Official Catalogue. | 
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after a federal court had prohibited the =4\ i 3 
firm from selling drug products at reduced sa a 
prices. ~ 


The Supreme Court refusal to re-examine 
its denial was conveyed in a brief order 
which did not spell out either approval 
or disapproval of the lower court ban. 

In a similar action, the high court re- 
cently declined to review a decision by a 
lower judicial body affirming the validity 
of a Connecticut law requiring uniform 
minimum liquor prices in that state. 
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Swiss to Distribute Two 
New Catalogue Supplements 


Two supplements to the Official Cata- 
logue of Swiss Watch Repair Parts will 
be made available to the U. S. jewelry 
and horological trade shortly, Paul 
Tschudin, director of the Watchmakers of 
Switzerland Information Center,  an- 
nounced in New York. 

A mailing to the more than 40,000 
current owners of the Official Catalogue 
will inform them this month of the avail- 
ability of the new material. Mr. Tschudin 
urged them to fill out and return the 
enclosed request cards as early as possible 
so that their copies of the supplements 
can be mailed to them without delay. See) cabinet cea*te 

Fifty-two new pages will be furnished starting at $176 
to those sending in Supplement request ° 
cards—15 pages for Part One of the Of- 
_ Catalogue and 37 pages for Part 
wo. 


The new pages for Part One, which is 
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querer. FLAT BRASS—What is the best way to 
polish flat brass, such as tops of jewel settings, 
etc. ?—-(Question No. 6311) P. H. 





Answer—The uncut side of a burnishing file is the 
most readily available means to use for flat polishing on 
brass, gold, etc. The work should be held on a finger-tip 
covered with hard-finished tissue paper, and moved over 
the steel lap-surface, using moderate pressure. A flat 
lap or jasper stone may be used also, and is preferable 
uf one has a great deal of this work to do. 


| @retng OF JEWELS—For a fine job of poising, 
should I remove screws from balance rim? What 
stones are watch jewels made of? Why are they used, 


and is glass ever used for them? (Question No. 6312) 
ZT. C. 


A nswer—(1) Balance wheels are poised with the tim- 
ing and temperature-adjusting screws all in place. They 
are not required to be in poise without these screws. ' 

(2) Watch jewels are made of ruby or sapphire, either 
synthetic or natural, in the better grades of watches; or 
sometimes of natural garnet (a softer stone) in cheaper 
watches. Glass is never used except, rarely, in the trashiest 
grades of watches for “premium” or peddler trade— 
watches made for what may be called “faking” purposes. 
Jewels are distinguished from one another, as to kind 
and quality, by the experienced eye of the workman. They 
are used for pivot and other bearings because they are 
hard and will take a high polish, for both durability and 
to reduce friction. A good jewel will last indefinitely in 
use in a watch. About the only thing that will wear it 


and spoil it would be a pivot that has grit of some sort 
imbedded in it. 


F eegeres TASK—I would like your advice on this 
job: a 16-size Elgin watch, single-roller escapement 
has a damaged roller table, and I am thinking about using 
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HOW SHALL I-? 





double-roller material for changing it to that form 
escapement. (Question No. 6313) L. 5. 


Answer—wUnless you are highly skilled and experi- 
enced in making very accurate alterations to steel escape- 
ment parts, and familiar with escapement designing, we 
think you’d play safer if you’d use the regular single- 
roller parts for repairing the watch described in your 
letter. Conversion of a single-roller to a double-roller 
escapement involves more than a mere exchange of ready- 
made repair parts. In designing movements for these 
two different escapements, the manufacturers do not plan 
interchangeability to be done outside the factory. 


amanda ser JOB—How can a repair be made on the 
arm of a balance that is cracked, from the staff-rivet 
hole out to the edge, on one side? Could this be done by 
soldering? (Question No. 6314) M. R. 


Answer—tThere is no way of making a good job of 
such a repair. If soldered with hard-solder, the necessary 
heat will soften the steel of the arm too much, and would 
probably also damage the balance rim. Easy-flowing or 
bismuth (soft) solder would not hold the edges of the 
crack securely together. So the only correct thing to 
do is to replace the balance with a new one. 


a BORAX FLUX—Is there any chemical 
method that will remove borax flux, which forms a 
hard coating on gold work after soldering? Water will 
not do it; and I have to remove the coating by mechant- 
cal means, which takes time and mars the work. (Ques- 


tion No. 6315) S. F. 


Answer—tThe film of flux may be removed chemi- 
cally, by dipping the article after soldering, while still hot, 
in a “pickle” solution made of one part of commercial 
sulphuric acid to nine parts of water. In mixing acid 
and water, pour or drop the acid slowly into the water— 
never water into acid, to avoid danger from acid splash- 
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IT WON'T GET roots 


Here’s why! 


1954 can be a big year for those who really 
go out aggressively after business . . . No longer 
is the public convinced by watch-repair claims 
of “expert work” or “fully guaranteed”. PROOF 
is demanded . . . the kind of proof that can be 
seen and understood . . . the kind made possible 
only by the WatchMaster and its indisputably 
accurate records of watch action. 


Toot your horn this year with WatchMaster- 





FOR A BIG YEAR 
IN WATCH REPAIR 


=} more work 

— js done better 

——)s+ in less time 

——)s# at higher prices 
REMEMBER 


More WatchMasters are being sold 
than all other watch-timing machines 
combined. There must be a reason. 











tested watch repair work. The first step is to BETTER BUY 
return the coupon below. THE BEST 
American Time Products, Inc.., 
580-5th Ave., New York 36, N. Y. a 
NAME 
Gentlemen, 
Without obligation, please arrange a “a 
WatchMaster demonstration at our ee 
bench so we can examine the quality of 
its construction, learn its utility, judge STREET 
its advantages as a business-builder and 
understand why it offers greatest value. CITY STATE 
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ing out onto your hands or face. Pouring acid into 
water enables the water to absorb the heat evolved, 
which prevents violent action that would splash acid mix- 
ture out of the vessel. If you have much soldering work 
to do, it is advisable to keep the pickle solution in a 
lead pan with heat under it and thus having hot pickle 
ready at all times. If you do only an occasional job, 
the pickle may be used cold. It works better hot, but 
to keep it hot for only occasional use, is more bother and 
expense than the advantage justifies. 


EPAIRING COSTUME JEWELRY—Is there any way 
in which costume jewelry made of soft metal can 
be repaired or resoldered? (Question No. 6316) R. H. 


Answer—A correct answer to this would have to 
depend upon the exact variety of metal alloy the jewelry 
is made of, which your description does not make clear. 
Our suggestion is that you send a sample piece of the 
jewelry to Handy & Harman, 82 Fulton St., New York 7, 
N. Y., and ask them whether they have a solder and flux 
that could be used for that particular metal, and ask for 
directions about equipment to use in doing the work. 
The firm named are specialists in solders and fluxes and 
would probably be the best source of correct information 
on this matter. 


EMPERATURE-POWERED WATCH—Who makes 

and where can we obtain a watch one of our cus- 
tomers wants to buy, one that he says is “operated by 
temperature power?” (Question No. 6317) R. B 


Answer—tThere is no such watch available. It is 
possible that your inqtirer had a watch of this descrip- 
tion confused with the “Atmos” clock, which runs by 
atmospheric influence on a special gas-filled cell; but no 
watches have been put on the market that run on that 
principle. The “Atmos” clock is made in Europe and 
sold to the trade in the U. S. by Longines-Wittnauer Co., 
580 Fifth Ave., New York 19, N. Y. 


ESTMINSTER CHIME MECHANISM — On the 
background of being a tool-maker, I have done some 
clockmaking work. Am looking into the idea of build- 
ing a movement (for hall clock) that will strike West- 
minster chimes. Can you tell me where I could obtain 


working drawings or blueprints, for this project? 
(Question No. 6318) G. M. 


A nswer—There are numerous books in which appear 
illustrations showing the arrangement and forms of the 
parts of the mechanism; but these are in no sense work- 
ing drawings that would serve as specific data for build- 
ing a clock. You might, however, develop (if you are 
a draftsman) working drawings from some of these book 
illustrations. If unable to find what you need in fully 
developed blueprints or working drawings, we suggest 
writing for these to Jesse Coleman, 64 Arcade, Nashville, 
Tennessee. If Mr. Coleman reports that he cannot sup- 
ply you with drawings, if you will write us again, we 
would be glad to send you a list of books that contain 
illustrations of clock mechanism that might serve at 
least as a basis for working drawings. 
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| pas WAX PROCESS—Would like to have informa. 
tion on casting jewelry by the lost wax process; 
could you name any books or other sources of informa. 


tion? (Question No. 6319) A. S. 


Answer—We can recommend a book published by 
National Sculpture Society, 115 E. 40th St., New York, 
N. Y., with the title: “Lenz System of kine Wax Cast. 
ing.” You could no doubt also obtain authoritative jp. 
formation by writing to Alexander Saunders & Co., 95 
Bedford St., New York 14, N. Y.; and Plastics Develop 
ment Corp., 225 Lafayette St. New York 12, N. Y. These 
two firms are manufacturers and dealers in equipment 
and supplies for centrifugal and other processes in mul. 
tiple metal casting of rather small objects like jewelry, 
as differentiated from molding and casting single and 
heavier objects. 


| yr weepetdeten POLISHED STEEL — What may be 
done to preserve polished steel parts of an old valu. 
able watch that is not in use? The owner is worried 
about chances of rusting them. (Question No. 6320) 
W. F. 


A nswer—Polished steel parts thoroughly cleaned by 
any of the good customary methods for cleaning watches, 
and not then touched by fingers, can be laid away for 
long periods of time without risk of rusting, except per- 
haps “tropical” climates in which the air may be heavily 
charged with salt. The main thing is the cleaning and 
then storing the watch in such a way that parts are not 
subject to touching or contamination. Sometimes, in 
cases like this, an attempt is made to protect steel parts 
from rust by coating them with oil, but unless the oil is 
renewed periodically, it may dry on the steel and con- 
stitute a disfigurement almost as objectionable as rust. 
After cleaning and laying away the watch it is a good 
precaution to inspect it perhaps every few months. 


W: ATCH SIZES—Would you please explain the mean- 
ing of “sizes” of watches. What is the difference in 
lignes, ual in 12-size, and in sizes given in zeros, like 


6/0? (Question No. 6321) C. G. 


Answer—Swiss watches are measured in “lignes”; a 
scale graduated in lignes may be obtained from your 
material supply house. The rule to follow is to measure 
watches with this scale across the full diameter of the 
lower plate, under the dial; this for round movements. 
For movements of irregular shapes, always take the mea- 
sure across the smaller full diameter of the lower plate 
under the dial. 

American watches are measured in “sizes’—12 size, 
0} size, 3/0 size, and so on. O size is 1 and 5/30 inches 
diameter. 12 size is 1 inch plus 5/30 plus 12/30 or 1 
and 17/30 inches. 3/0 size is 1 and 5/30 minus 3/30 
inch, or 1 and 2/30 inches, and so on. Why the strange 
fraction of a thirtieth inch was adopted, for which no 
regular scales are made, seems to be unknown. Special 
scales, or a chart on which “sizes” are exactly shown in 
circles over which American movements may be laid, 
must be used to determine sizes of American watches. 
Such scales or charts can also be obtained from watch 
material dealers. 
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GOLD-SILVER-PLATINUM 
By C. M. Hoke 
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Useful for holding small parts, mate- 
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GOOD NEWS 


from 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 

A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Watch- 
maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 

Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Charles Ezra Bowman, 
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How to Use a Loupe Correctly 


The loupe is standard jewelry store equipment, familiar to all jewelers. But 


there are many jewelers who fail to use the loupe properly. In this article, 


the author explains clearly and simply what the loupe does and how it does it. 


= it would seem that telling a 
jeweler or watchmaker how to use a loupe falls into the 
category of telling a child how to eat a lollipop. 

However, many who use loupes constantly in every day 
work do not use them correctly. This inevitably leads 
to eye strain, nervousness, irritation, headaches, and 
fatigue. In order to understand how to use a loupe cor- 
rectly it is necessary to know what it does and how it 
does it. 


CILIARY 


BODY 
AQUEOUS SCLERA 





VISUAL AXIS > 
CORNEA 
IRIS 
RETINA OPTIC 
NERVE 
FIG. I—A cross section of the human eye. 


As background information, the functioning of the 
eye must be reviewed. Fig. 1 is a cross section of the 
human eye. Fig. 2 is a cross section of a camera. The 
similarity between the eye and the camera can readily 
be seen. The crystalline lens in the eye corresponds to 
the lens in the camera. The iris in the eye (the part 
that gives it color) is the diaphragm in the camera, 
while the retina is the sensitive part of the eye corre- 
sponding to the film in the camera. 


C) 


LENS 
DIAPHRAGM mS FILM 


ox” 0 


FIG. 2—A cross section of a camera. 








These similarities are general, but will serve to illus- 
trate several fundamentals of importance to using a loupe. 
When the light is weak the diaphragm must be opened 
more to admit sufficient light for proper exposure in pic- 
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ture taking. The amount of light is also controlled by 
the shutter speed, but this is of no concern in the discus. 
sion. The opening in the iris of the eye automatically 
expands and contracts to compensate for existing light 
conditions. The opening through which the light passes 
is called the pupil. 

To take a sharp picture of an object at, say, ten feet 
from the camera the lens has to be adjusted (focused) 
for this distance. This is accomplished by moving the 
lens nearer or further from the film until the image is 
clear. On most cameras the lens mount is marked in feet 
so it can be set to correspond for the distance from the 
camera to the principal object. 

The eye lens also focuses on objects as the gaze is 
fixated. It is, however, an automatic reflex, but it may 
be conditioned. Focusing of the eye’s lens is accom- 
plished by certain muscles which either squeeze or stretch 
the lens making it thicker or thinner. This in tum 
changes the focal length of the lens and produces a sharp 
image of the object being looked at on the retina. 

There is a minimum distance to which a camera lens 
can be focused (generally about three feet). To get 
closer a supplementary lens in front of the regular lens 
is required to reduce the focal length. This enables the 
camera to be brought closer and still focus one object. 


MINIMUM FOCUS DISTANCE 


The eye, too, has a minimum distance closer to which 
it is impossible to see clearly. This distance (for the 
normal eye) is a function of age. It is well known that 
increasing age makes it necessary to hold an object fur- 
ther from the eye to see it clearly. 

Ultimately there comes a time when glasses are needed 
to see clearly at a comfortable distance for reading or 
working with small things. 

Based on averages, between the age of 12 and 18 years 
it is possible to see objects clearly when only 8 cm. 
(slightly over 3 inches) from the eye. From 48 years 
and upward it is necessary for an object to be 100 cm. 
(nearly 40 inches) from the eye to be seen clearly. Be- 
tween these ages there is a gradual loss of accommodation 
(near vision) of the eyes. These figures refer to the 
normal unaided eye within the age bracket. 

Although an object appears to become larger and 
larger as it is brought closer to. the eye a point 1s 
reached where it cannot be brought any closer without 
going out of focus and so appearing blurred. This 
happens when the muscles reach the limit of their ability 
to reduce the focal length of the lens any more. 
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Many watch parts are so small that the unaided eye 
cannot see sufficient detail to work satisfactorily with 
them. In order to see whether the pivots on a staff are 
straight, not burred, and highly polished, it simply 
cannot be brought close enough to the eye to see these 
details without optical aid. 

This aid takes the form of the loupe. Most loupes are 
single, positive lens which reduce the focal length of 
another lens when placed in front of the other lens—in 
this case the eye. The loupe performs two functions. 
One is to allow the eye to get closer to the work (the 
pivot), and the other is to magnify or enlarge the work 
making it appear larger than its actual size. 
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FIG. 3—The relative size of an object on the retina when held 
at a comfortable viewing distance from the unaided eye. 
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NL oe=>= SAME OBJECT 


FIG. 4—The same object viewed through a loupe. 


Fig. 3 illustrates the relative size of an object on the 
retina when held at a comfortable viewing distance from 
the unaided eye. Fig. 4 is the same object viewed through 
a loupe. 

As mentioned earlier, the eye is focused by muscles 
which alter the shape of the lens for different distances 
from the viewer’s eyes. The closer an object is the more 
work has to be done by the muscles to bring the image 
into focus. 

Primitive man had no need to look at things close at 
hand. Therefore, nature gave him eyes designed to look 
at distant things which he had to see clearly in order to 
survive. There is less muscular activity needed to look 
at something across the room than at a newspaper. And 
looking across the street requires no activity from the 
focusing muscles. 


EYE FOCUSED AT INFINITY 


The reason being that for distant seeing the eye is 
focused at infinity. Infinity is a point beyond which all 
objects are in focus without any additional adjustment 
or change in focal length. This also holds true for 
cameras. Another way of saying this is that when look- 
ing at something at infinity (about 20 feet) or beyond 
the eye is relaxed and, therefore, the focusing muscles 
are not tensed. 

It stands to reason that if the eye is relaxed it can be 
used for a long period of time without strain. In order 
to be able to do this it is necessary to first experience the 
feel or sensation of the eyes when relaxed. 

Initially, this may be done by looking at a newspaper, 
for instance, and then shifting the eyes so that the focus 
1s now at a point beyond the newspaper. The newspaper 
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will appear blurred and there will be a definite feeling 
of muscular relaxation. With a little practice it becomes 
easy to put the eyes at infinity at will. 


LOUPE HAS POSITIVE LENS 


The loupe, being a positive lens, reduces the focal 
length of the eye permitting a smaller distance between 
the eye and the work. Whether the eye is focused for a 
near distance or infinity the loupe can reduce the focal 
length so that the distance between the eye and the work 
becomes very small for a sharp image. This means the 
eye can be focused at infinity and still be able to see at 
close distances without strain. When using a loupe 
merely move the head or the work until the object is seen 
clearly. 

In the beginning do it this way, put on the loupe, re- 
lax the eyes, placing them at infinity focus. Then either 
move the head or the work until the object being looked 
at comes into focus. Be careful that the eye muscles 
are not tensed to produce sharpness of the object. This 
takes time and patience to achieve. 

It is important that adequate light be used so the pupils 
will contract. This increases the depth of fucus making 
seeing easier. It is also necessary to use more light when 
working with a higher power loupe. 

Experiments have shown that incandescent bulbs are 
better for viewing small objects. The incandescent light 
is crisper and fine details are more easily discerned. 

Using a loupe properly will enable the wearer to work 
for prolonged periods of time without eye fatigue and the 
attendant secondary symptoms. 





New Settings for Old Gems 


Aware of market potentialities for new settings of old 
and cherished gems, Scheer’s of Rochester, N. Y., under- 
took newspaper advertising that emphasized the gem re- 
vitalization theme. 

Ad copy read, “Scheer’s to the rescue—from the ob- 
scurity of your jewel box. Liberate your old fashioned 
jewels from outdated settings. Have them remodeled 
into fashionable, exquisite pieces you'll wear with style 
and pride. Scheer artisans create miracles out of old 
gems. Gems never grow old but their settings do. Now 
renew their sleeping beauty—at Scheer’s. Estimates 
cheerfully given.” 





Pastry Diamonds Promote Sale 


Diamonds baked in a cake! That was the sensational 
sales promotion devised by Wilson’s Leading Jewelers, 
Syracuse, N. Y., to launch its “Birthday Sale.” 

Owner John D. Wilson had a local bakery tuck away 
$1,200 in diamond rings in a huge birthday cake which 
was set up on the street floor of the jewelry store. 

Free cake was cut and served on the eve of the sale 
opening, and Wilson’s invited shoppers to drop in and 
have a piece and perhaps get one of the hidden diamond 
rings. 

Another traffic puller in the sales promotion was “Grab 
Bag Surprise Packages.” Wilson’s packaged hundreds 
of items and priced them all at a dollar each. In the 
grab bags were jewelry, radios, record players, broilers, 
automatic toasters and other valuable items. Some of the 
surprises were valued up to $49.95, and the store declared 
that every one of the items was worth more than a dollar. 
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Reed & Barton Offers 
Four-Season Promotion 





One of the promotions in a four seasonal 
promotion package by Reed & Barton is 
shown in the photo. It is the Easter pro- 
motion and will be shipped on February 20. 
A large window display, 100 colorful leaf- 
lets and newspaper mats accompany it. 

The rest of the package is “Spring” and 
“Famous Hostesses,” both of which will be 
shipped later. “New Year’s Resolution” 
has already been shipped. The cost of the 
package is $15. 


Ronson "Palette" Display 
Is for Windsor Models 





Ronson is offering a new display to pro- 
mote its popular-priced line of Windsor 
pocket lighters. Called the “Palette” dis- 
play, it is free with the sampler assortment 
Windsor “W-8.” 

The display is pilfer-proof, 10 in. high 
and 12 in. wide, and is for counter or 
wall space. 

There are six Ronson Windsor models 
in the $5.50 retail price range and two 
Windsor De Luxe at $6.50. Total retail 
value of the assortment is $48. Empty gift 
boxes are packed with the display. 
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Seth Thomas Establishes 
30 Service Centers 


Seth Thomas Clocks has announced that, 
since the inception of its authorized elec- 
tric clock service program, 30 authorized 
service centers have been set up, and are 
throughout the country. A material catalog 
and service manual have been compiled to 
use at the centers. Clifford T. Fowler, 
Seth Thomas field service representative, 
is available for training -and_ technical 
guidance. 


Elgin Offers Silent Salesman 
In Attractive Display Clock 


Pretty Carla Kelly shows off Elgin’s 
new display clock now available to jewel- 
ers. Its unusual design and rich colors 
offer eye catching appeal and a “jewelry 
look” for either the jeweler’s wall or win- 
dow display. 
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The circular hour markers of the clock 
are made of brilliantly polished brass, and 
the timepiece is in maroon, champagne and 
white. It is illuminated by 225 watt in- 
candescent bulbs. Space for the jeweler’s 
personal imprint is provided in a recessed 
identification area. Dimensions of the clock 
are 16” in diameter by 4%” deep. 


N. Y. Firms Now Distribute 
Linde Synthetic Gems to World 


The Max Duraffourg Gem Co., 576 Fifth 
Ave., N. Y., N. Y., and the Charles F. 
Winson Co., 580 Fifth Ave., N. Y., N. Y., 
are now exclusive distributors throughout 
the world for Linde Synthetic Star Sap- 
phires and Synthetic Star Rubies, it was 
announced by Linde Air Products Co., a 
division of Union Carbide and Carbon 
Corp. 





Joanne Dru Stars in Ads 
For Crescent Diamond Ring 





- SB» “ 
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Crescent Diamond Rings, made by the 
A. H. Pond Co., is featuring in national 
advertising lovely Joanne Dru, rising young 
screen star. Miss Dru is shown in the 
photo with a Crescent diamond ring, and 
is the latest of a series of glamorous 
Hollywood stars whose endorsements have 
sparked promotion campaigns for Crescent. 

The current campaign consists of strik- 
ing full color page ads in five of America’s 
most widely read movie magazines, featur- 
ing Miss Dru’s endorsement. A movie star 
tie-in is also incorporated in a dealer aids 
program of mats, window and _ counter 
cards. 


Taunton Pearl Works 
Introduces Large Cuff Links 











The Taunton Pearl Works, Taunton, 
Mass., has introduced new cuff links in 
the trend to larger links. Called “Trophy” 
men’s sets in the Squire line, the links 
present a colorful assortment of popular 
sports subjects on a wood background. 
All these pieces are made of brass with 
rhodium plate. 

These sets are all $5 and are available 
to retailers in the firm’s new merchandising 
program in window or counter trays. 
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Watch Repairing Guide 
By Hairspring Vibrating Co. 
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The Hairspring Vibrating Co. has made 
available “A Practical Guide to Successful 
Watch Repairing” on which is listed the 
services performed by the firm and a list 
of essentials for practical watchmaking 
developed by Charles Verde, who has 20 
years of experience in the watchmaking 
business. 

It is available without cost to watch- 
makers from the firm at 406 32nd St., 
Union City, N. J. 


Fourth Jewelry Promotion 
By Saturday Evening Post 


For the fourth successive year The Satur- 
day Evening Post provided Christmas pro- 
motion kits to 1,500 leading jewelry stores 
throughout the country. The theme of the 
promotion was “Gifts Mean More from 
Your Jewelry Store.” Seventeen jewelry 
product manufacturers tied in with the 
promotion and supplied reprints of their 
Post advertisements for the kit. 


Eterna-Matic Publishes 
Merchandising Brochure 








Front and back views are shown of 
Eterna-Matic’s latest, four page merchan- 
dising brochure, designed to convey pub- 
licity news and press information about 
the Eterna-Matic watch to retailers through- 
out the United States. 


The two inside pages contain up to the 
minute news photos and news articles 
about the Eterna-Matic. 


FOR JANUARY, 1954 





J-B Annual Conference Reviews 
New Models and Advertising 


At the annual end of the year sales con- 
ference of Jacoby-Bender, Inc., Max Jacoby, 
president, told the firm’s assembled sales- 
men that 1953 closed with the biggest sales 
volume ever attained by J-B. 

Bernard Kanter, sales manager, went 
over J-B’s new 1954 line, in which there 
are 27 watch bands for men and 38 for 
ladies. He declared that this made the 
J-B line the most complete, all inclusive 
watch band presentation on the market 
today. 

William Scheibel, advertising manager, 
said that J-B’s schedule of trade paper 
advertising will continue to make the firm 
the biggest user of trade paper space in 
the jewelry industry. The new models will 
be introduced in February and March ad- 
vertising. J-B also plans to increase its TV 
and radio advertising. 


Glycine 
Watches 
Approved by 
Good 
Housekeeping 





EMIL LEICHTER 


Emil Leichter, president of Emil Leich- 
ter Watch Co., Inc., has announced that, 
starting in January, 1954, all Glycine 
watches will carry the Good Housekeep- 
ing Seal of Approval. Leichter stressed 
that in order to receive the Good House- 
keeping Seal, it was necessary to submit 
examples of all models in the line to the 
Good Housekeeping Institute for its com- 
plete and exhaustive examination. Unless 
all watches under the examination meet 
the high standards of the Institute, no 
Seal is issued. 

Leo Nelson, vice-president and general 
manager of the Leichter firm, said that 
Glycine watches will be seen regularly 
during 1954 in advertisements in Good 
Housekeeping, with its readership of 42,- 
600,000. A point of purchase campaign, 
promotional kits and packaging, all key- 
noting the Seal of Approval, will also be 
used. 


Semca Clock Line 
Is Given Honor 


For the second consecutive year, Semca 
Clock Co. has been awarded the Fashion 
Academy Award. Semca has the only line 
of clocks to win this coveted award. Adver- 
tising in magazines and point-of-sale ma- 
terial will feature the Fashion Academy 
Medal which will be promoted extensively. 
The Award is currently being shown in 
Semca’s tie-in campaign with the film, 
“From Here to Eternity.” 





M. F. G. Watch Band 
Offers Display Material 





M. F. G. Watch Band Co. of New York 
is now placing the emphasis of its mer- 
chandising support for Admiral watch- 
bands on specialized point of sale material. 

The picture shows a display for boy’s 
watch bands. Other items are a display 
for girl’s watch bands, and an Ident box. 
Shown in the photo are boy’s yellow 1/20 
10K gold filled top, stainless steel back 
bands with % in. and % in. ends for all 
types of character watches. These bands 
are also available in stainless steel only. 


Schaeren of Mido 
Visits United States 


Walter Schaeren, a member of the firm 
of the Societe Anonyme Mido. Bienne, 
Switzerland, manufacturers of the Mido 
Multifort Superautomatic watch, will visit 
the United States during the first week of 
January, 1954. He will attend sales meet- 
ings at Louis Aisenstein & Bros., Inc., sole 
American distributor of Mido watches, and 
will discuss technical advances in Mido 
watches 


Dennison Introduces 
New Ring Display Case 





Dennison Manufacturing Co. is offering 
a new ring display case, the 6750X. De- 
signed for either a man’s or woman’s ring, 
the case is made of smooth pearl plastic 
with a gold leaf design on the base. 


It is available in white, pink, light blue, 
or light green plastic with contrasting 
velvet linings and white rayon satin cover 
cushions. A wire stand on the bottom 
swings out to tilt the case for better dis- 
play and folds under when not in use. 


173 








Phil Polishook Designs a "Basic Diamond Inventory Control" 





POLISHOOK’S BASIC DIAMOND RING 
INVENTORY CONTROL 
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Shown in the picture is Phil Polishook, 
president and sales manager of K. Polishook 
and Son Corp., 216 E. 45 St., N. Y., N. Y., 
with his “Basic Diamond Ring Inventory 
Control’”—an unusual set-up of only 76 
mounted diamond ring styles in the retail 
price range from $75 to $200. 

The purpose of the inventory contro] is 
to meet the basic needs of a retailer in 
diamond rings in order for him to do a 
profitable business. 

As Polishook traveled over the country 
selling rings, he always heard complaints 











a 
on 


that the jeweler had too many different 
diamond rings to sell or that he could not 
sell the diamond rings he had on hand. 
He decided to establish a basic inventory 
to meet this problem. In order to be 
factual, the Polishook firm tabulated for 
three years the actual experiences of suc- 
cessful retailers, daily reports of its own 
salesmen and market information on dia- 
mond ring styles and prices. The above 
chart is the result and correlates certain 
style diamond rings with a certain price, 
and recommends the total stock number. 





Speidel Offers Two Displays 
For Its “Picture'" Watchband 
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The Speidel Corp. has introduced a dis- 
play unit (PX/7) featuring its “Picture” 
watchband. The display, shown in the 
picture, gives prominent attention to a 
photograph which is easily reduced for 
insertion in the band. The display is free 
with the purchase of seven Picture watch- 


bands. 


Another display, the JT/7, is also now 
available showing a special introductory 
offer for the Picture watchband. Speidel 
is offerng $3 for the customer’s old strap 
or watch band with the purchase of its 
Picture band. The display carries out the 
Trade-in-Sale theme and shows the trade 
in allowance reducing the cost from $17.95 
to $14.95. It is also free with a selection 
of seven Picture watchbands. 
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Scope Instrument Corp. 
Issues 1954 Catalog 


The Scope Instrument Corp. has released 
its 1954 wholesale catalog which illustrates 
and describes in detail its complete line 
of sports binoculars, field glasses, and a 
variety of gifts for men, such as the orig- 
inal Swiss Army knife, pocket tools, pe- 
dometers and other unusual gadgets. 

Retail prices are shown in the catalog 
to enable the dealer to use it as a selling 
tool. However, wholesale discount lists 
are supplied to the dealer for his own use. 
A mat folder is also enclosed with each 
catalog. A free copy may be obtained 
by writing to the firm at the Scope In- 
strument Corp. at the Scope Building, 
Mamaroneck, N. Y. 


Howdy Doody Educator Set 
Introduced by International 


A new gift for 
children is this two 
piece Howdy Doody 
Educator Set, shown 
in the picture. It 
has been introduced 
by the International 
Silver Co. and the 
Kragan Corp. 

Retailing for $1, 
it is attractively j 
packaged with an 
abundance of eye 
appeal for young- 
sters. 
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Chrysler Airtemp Unveils 
Its 1954 Air Conditioners 


Descriptions and prices of Chrysler Aj 
temp’s 1954 “Power-Full” line of room aj 
conditioners were presented in Chicago 
recently by J. F. Knoff, vice president anq 
general sales manager of Chrysler Corp’, 
Airtemp Division, when he addressed 39 
midwest Airtemp salesmen. 

Knoff unveiled the newest Chrysle 
product in the room air conditioner field 
a one-half horsepower room air conditione 
designed especially for metal casemen 
windows. It is about 35 in. high, 16 ip 
wide and 12 in. deep. The firm says one 
man can install the unit from within , 
room in a few minutes. It is enclosed 
entirely within the room. 

A new one half horsepower model was 
also added to the company’s three-quarter 
and one horsepower models of conventional 
room air conditioners. 

Factory retail prices on Chrysler Airtemp 
air conditioners range from $292.09 t 
$412.59. The casement model is $374.70, 


Geneva Dial Co. Offers 
Watch Dial Service 


The Geneva Dial Co., 15 West 46th St, 
New York 36, N. Y., is offering a service 
which refinishes or modernizes watch dials, 
The firm suggests that in addition to the 
customer having his watch cleaned and 
repaired, he have his watch dial refinished 
to its original lustre and clearness. Or it 
may be modernized with a design of the 
customer’s own selection. 

An unusual service of the firm is the 
personalization of watch dials. A facsimile 
of the owner’s signature can be placed on 
the dial, or his name may be substituted 
for the numerals. 


Bulova Distributes 
"Trade-in" Kit 


TRADE-IN 


xour add watch for & 
BULOVA 


Television Special - 






Three display units, one of which is 
shown in the photo, are being offered to 
jewelers by Bulova. The kit features an 
unusual window display unit, featuring 4 
trade-in theme, for three Bulova watches. 

Reproductions of television cameras and 
microphones and a theatre curtain give the 
atmosphere of a fine television production. 
Window streamer and store pennants, all 
with the trade-in theme, complete this 
Bulova TV trade-in promotion kit. 
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Elgin American Supplies 
Necklace Shortener Display 





Elgin American has designed a three 
color combination folding carton and point 
of purchase display to promote its new 
simulated pearl necklace shorteners, which 
are 1/20, 12K gold filled and retail for 
50 cents. 

The carton’s cover opens up and folds 
over to form a display panel illustrating 
the use of a necklace shortener to make 
a choker. A die-cut platform permits actual 
display of 36 shorteners, with each on a 
printed die-cut card and in a cellophane 
envelope. 





National Cash Register 
introduces New Machine 


A new “Slip Printing” cash register has 
been introduced by the National Cash 
Register Co., Dayton 9, Ohio. 

The machine provides a mechanically 
correct total of a list of purchases and 
prints that total on the sales slip, in 
indelible, unchangeable figures. The total 
of each purchase also prints on an audit 
strip within the machine and accumulates 
in a locked-in cash total. 

The slip-printing mechanism has long 
been a feature on higher priced cash 
registers and is now available on the firm’s 
low-priced “Class 21” line. 
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Poole Silver Co. Adds 
New Wing to Its Factory 
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As a climax to the celebration of its 
60th business anniversary, Poole Silver Co. 
recently completed the erection of a wing 
to its factory, shown in the picture, which 
will increase the floor space of its building 
by 12,000 sq. ft. 

Charles Rodgers, production head, said 


that additional equipment will be installed, _ 


deliveries will be expedited and quality 
controls will be increased. 
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News of Personnel 





Lowell F. Halligan, vice-president 
(sales), the Hamilton Watch Co., has 
announced that two new salesmen have 
been added to the Hamilton-Illinois sales 
force. They are John S. Pinkston and 
Eric Andersen. 





JOHN S. PINKSTON 
Hamilton 


ERIC ANDERSEN 
Hamilton 


Stanley Hagen has joined Swank, Inc., 
as its representative in Nebraska, South 
Dakota and parts of Iowa, it was an- 
nounced by Harris Shaeffer, district sales 
manager for the firm in the Chicago mid- 
western area. 





I. Roskin Co., Inc., N. Y., N. Y., manu- 
facturers of gold mountings and wedding 
rings, has announced that Fred War- 
necke of Chicago will represent the firm 
in the southwest and in certain midwestern 
states. 





William N. Fooshee has been ap- 
pointed Newark plant manager of Ronson 
Art Metal Works, Inc., it was announced 
by Virgil C. Rice, vice-president in charge 
of manufacturing. 


The Minnesota Mining & Manufacturing 
Co. has announced that Alan H. Red- 
path has been appointed general manager 
of its newly created ribbon division. 


D. E. Sanderson, vice-president of 
Oneida Ltd., has announced the following 
appointments. Harold F. Johnston has 
been made manager of publicity and will 
maintain his office at Oneida, N. Y. 
Roland H. Parker has been appointed 
assistant sales manager of the Heirloom 
Sterling division, in which position he suc- 
ceeds Johnston. 





HAROLD F. 


ROLAND H. PARKER 
JOHNSTON Heirloom 
Oneida 





Sperry Introduces Jewelry 
In New Material—"Sperrilyte" 


The Sperry Manufacturing Co. has re- 
leased the first collection of necklaces, 
bracelets and earrings, developed, produced 
and finished in this country in a material 
which the company has named “Sperrilyte.” 
Previously manufactured only abroad, this 
light as a zephyr material with a high 
lustre finish dyed in any color is the result 
of a three year program of research by 
Sperry. The company reports that extensive 
laboratory and use tests have proven the 
colors and the finishes of the product to 
be highly resistent to deteriorating effects 
of skin acids, abrasion, corrosion and salt 
water. 


Arthur S. Spear, president of the Provi- 
dence, R. I., firm, says his company began 
its experimentation with this product be- 
cause he felt success would be hailed as 
the greatest development since that of elec- 
troplating or enameling. In the new 
“Sperrilyte,” pieces can be produced with 
three to five times the massive quality of 
previous designs and with no increase in 
weight. 








A Striking Display 
By Alice Jewelry 
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The Alice Jewelry Co. has designed the 
booth in the picture and located it in the 
heart of a railway station. It is seen daily 
by a constantly changing audience; the 
firm says it has excited a great deal of 
interest. 

A novel effect is achieved by two trees 
at either corner of the booth. The interiors 
of these trees, visible through apertures 
in the side, are festooned with the latest 
in Alice earring styles. 
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Special Notices 


“Situation Wanted’’*—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 


“Help Wanted”’—*‘‘Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word, 


All other headings — regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 


Name, address, initials, and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of reco endations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





PAWNBROKERS’ salesman; top flight. 
Address “D., 2971,” care J C-K. 





JEWELER and engraver first class, long 
experience, best references. Address “E., 
2984,” care J C-K. 





BOOKKEEPER, expert, thorough knowl- 
edge of every phase of jewelry business, 
top record. Address “V., 21,’”’ care J C-K. 





NEW ideas for 1954; Frank Mosse, de- 
Signer and stylist for the smartest in 
any type of jewelry design; for full or 
2 eee i7 W. 45th St.. N. Y. CI 





BOOKKEEPER-accountant, costs, produc- 
tion; exceptional ability; proven back- 
ground; accustomed to heavy volume 
and responsibility. Address “T., 15,” 
care J C-K. 





SUCCESSFUL manager; very highly 
qualified ; available active credit jewelry 
store New York City or any direction 
within 200 miles. Address “K., 2930,” 
care J C-K. 





MALE, mature, healthy veteran, experi- 
enced, personable, reputable diamond 
expert, available for 10 years services: 
$75 for five days. Address “C., 22,” 
care J C-K. 





A-1 diamond setter, jeweler, 25 years’ 
experience; age 43: married; reliable; 
best references; now employed, wishes 
change, retail store only. Address “W., 
16,” care J C-K. 





TOP manager-salesman, single; 32 years; 
gemologist ; broad experience all phases; 
previous operation in Michigan, Florida, 
New Jersey area; relocate. Address “G., 
2967,” care J C-K. 





POLISHER, lapper, over 30 years’ experi- 
ence gold, platinum mountings; knowl- 
edge making all plating solutions; seeks 
reliable position. Address “R., 12,” 
care J C-K. 





A REALLY good watchmaker, who is good 
producer with good tools, best references, 
wishes connection in Western Virginia, 
oP laa Address “K., 2892,” care 





YOUNG gemologist, registered jeweler, 
American Gem Society, with proven 
sales ability, desires to relocate in first 
class store in South or Southeast. Ad- 
dress “‘A., 2919,” care J C-K. 





TEN years’ jewelry experience in writing 
orders, caring for stock, weighing dia- 
monds, knowledge typing; part time 
only; good references. Address “D., 
2983,” care J C-K. 





JEWELER, 10 years’ experience on 
platinum, gold; can do light special 
orders and repairing ; no setting ; wishes 
position ; moderate salary. Address “E., 
28,” care J C-K. 





FIRST class jeweler and diamond setter, 
over 25 years’ experience, desires posi- 
tion in retail store; prefers to locate in 
Indiana, Illinois or Kentucky. Address 
“A., 2980,” care J C-K. 





WATCHMAKER, 35 years old, married, 
21 years’ experience, accustomed to high 
grade work, desires to change position ; 
German master certificate. Address “B., 
2913,” care J C-K. 





YOUNG man, married, 32, presently em- 
ployed New York retail jewelry; five 
years’ experience, desires change for 
better opportunities; best references. 
Address “C., 2981,” care J C-K. 





DIAMOND setter, manufacturing jeweler ; 
trade shop, retail store experience; take 
full charge; permanent position in well 
established retail store; best references. 
Address “L., 2974,” care J C-K. 





GENERAL manager, 15 years’ experience 
in all phases of credit jewelry business, 
including buying and advertising, now 
employed in the above capacity by 
chain organization. Address “L., 2238,” 
care J C-K. 





MANAGER; high type executive, 25 years’ 
experience all phases credit jewelry 
business; own business 16 years; pres- 
ently employed; Southern California 
23 eee Address “W., 2941,” care 
J C-K. 





WATCHMAKER;; responsible family man, 
37 years old; 22 years’ experience, 
European training, accustomed to high 
grade work, desires to change position 
in about six months. Address “L., 2719,” 
care J C-K. 





GEMOLOGIST, young, graduate Ameri- 
can Gem Society, desires position with 
fine cash store in Southeastern States, 
or willing to invest with proper person ; 
know watchmaking, engraving and stone 
setting. Address “H., 30,’’ care J C-K. 





WATCHMAKER:;: certified; young, am- 
bitious; five years’ experience; per- 
sonality ; wishes front position; capable 
taking charge repair department, first 
class store in East; highest references. 
Address “‘T., 47,” care J C-K. 





BOOKKEEPER (female) full charge: 
experienced all phases diamond and 
precious stone office; extremely capable, 
efficient, trustworthy, personable: Man- 
ae only. Address “S., 2618,’’ care 





SUCCESSFUL salesman-manager, desires 
better position promising advancement ; 
experienced in all phases of credit jewel- 
ry and sales, including diamonds, win- 
dow trimming and personnel; will re- 
ae anywhere. Address ‘M., 3,” care 








MANAGER: top notch salesman with 25 
years’ experience in all phases of op- 
eration: credits, displays and buying; 
promotion minded; can furnish excellent 
references; married man, 45 years old 
who desires permanent position. Ad- 
dress “D., 36,” care J C-K. 





RETAIL salesman or manager, in good 
class family business, available January 
15; 25 years two firms; single; good 
appearance and personality; registered 
jeweler (A.G.S.); qualified gemologist ; 
first class references; moderate salary. 
Address “E., 23,” care J C-K. 


DIAMOND man, college, 30, marrieg- 7 
years’ experience buying, manufacty: 
ing, sizes, rounds, fancies, desires per. 
manent, responsible position with «. 
tablished house as buyer, assist buyer 
right hand man; excellent references 
Address ‘“‘M., 2933,” care J C-K, 


ret 


MANAGER, salesman, 42, employed, frus. 
trated, seeks new incentive, top per. 
sonality ; thorough experience, diamon 
watches, fine sterling, china, crys 
giftwares, cash or credit; buying, selj’ 
ing, appraisais, advertising, promotions. 
Address “R., 2978,” care J C-K, 


rr 


WHAT have you to offer to a man with 
extensive managerial experience, pres. 
ently employed; desires to relocate in 
“hhome-grounds”; will accept top sales. 
man assignment ; particularly interesteg 
in Upper New York City, Westchester 
or Newark, N. J., areas. Address “B’ 
34,” care J C-K. by 














EXPERIENCED young executive, now 
buyer and merchandiser for large credit 
chain, thoroughly conversant Promotion, 
diamonds and jewelry, all phases store 
supervision, personnel and aggressive 
large volume operation, desires position 
commensurate with background. Ad. 
dress “B., 2920,” care J C-K. 











WANTED; proposition with a future: 
capable, energetic worker, 16 years’ re. 
tail credit jewelry experience, buyer, 
salesman, window trimmer, advertising 
and promotion; interested in connection 
with progressive jewelry business, re. 
tail or wholesale; married; 33; move 
—T- Address “H., 2953,” care 








GEMOLOGIST; associate member Ameri- 
can Gem Society; manager, salesman, 
desires position with high grade estab. 
lishment; thorough knowledge of dia- 
monds, colored stones, buying, grading, 
appraising, gem testing and identifica. 
tion; special order work, window dis- 
play ; over 25 years’ experience. Address 
“B., 2760,” care J C-K. 





TOP notch manager-salesman desires per- 
manent connection with reputable firm, 
West Coast preferred; A-1 references, 
neat, personable, experienced in every 
phase retail credit jewelry store opera- 
tion; if you desire a man who can add 
the necessary talent to your store, don't 
fail to answer this ad. Address “B., 
2982,” care J C-K. 





MANUFACTURING executive, 25 years’ 
experience, the past 12 years im own 
manufacturing business, desires respon- 
sible position with large reliable jewel- 
ry organization; thorough knowledge 
of all phases of manufacturing, costs, 
styling, mounting, buying, etc., capable 
of taking complete charge of entire 
business operation; best trade refer- 
ences. Address “L., 2866,’ care J C-K. 








EXECUTIVE, presently service man- 
ager, nationally known watch manu: 
facturer, head department 28 men 
and women handling, expediting, 
processing repairs; responsible cor 
respondence and instituting systems; 
varied technical and office back- 
ground; knowledge, understanding 
of manufacturer-customer-consumer 
relations; age 35; salary desired 
commensurate with ability. Address 


“J., 31,” care J C-K. 








AVAILABLE in March, a 16 year top 
manager in a chain of 15 stores; 
brought bottom store from $100, 
000 to tops in chain with $700,000 
volume; recognized tops in manag: 
ing, selling, training and promoting 
“know how” every phase of credit 
operation; ‘seeking association 4 
supervisor, or part interest in 4 
large unit: a resumé of complete 
background on request. Address 
“F.,, 27,” care J C-K. 
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- over 25 years’ experience as 
MANAGED nager and general manager, 
7 poth prestige and chain credit jewel- 
; stores in Pennsylvania, Florida, 
North Carolina and Georgia; top sales- 
an with complete knowledge of every 

t store operation with vol- 


f credi 
en “of $200,000 to over $600,000 
gentleman, age 50, married; 


er ‘South or Pennsylvania. Address 
“K,, 2865,” care J C-K 


a 
TOP-FLIGHT general manager; 20 
ears’ thorough experience in in- 
stallment jewelry business ; buyer, 
general manager, advertising, pro- 
motions, credit and collection; was 
with chain of 12 stores, volume run- 
ning into seven figures; at present 
employed in above capacity; best 
of references and fine appearance; 
will travel anywhere. Address “A., 


2353,” care J C-K. 
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Lines Wanted 














— 


PACIFIC Coast salesman seeks line of 
cultured pearls, strings, earrings, brace- 
lets, and loose, medium to high quality. 
Address “E., 2947,” care J C-K. 





——— 


WESTERN salesman desires a factory 
line of stone rings, ladies’ and gent’s 
mountings in 14kt; commission basis. 
Address “J., 2949,” care J C-K. 





——_— 


WEST Coast salesman desires factory 
line fine jewelry in gold and platinum 
genuine stones; commission basis. Ad- 
dress “C., 2946,” care J C-K. 





-_——— 


EXPERIENCED salesman wants line for 
Florida territory on straight commis- 
sion basis. Address Circular 289, Room 
1415, Heyworth Bldg., Chicago 2 





WATCH salesman, with large following 
among jewelers and jobbers, is inter- 
ested in well known Swiss or domestic 
Hix line. Address “J., 2928,’’ care 





WEST Coast factory representative de- 
sires platinum cases, attachments, ear- 
rings, bracelets, set and unset; must 
be top quality; commission basis; ref- 
erences. Address “G., 2948,” care J C-K. 





THREE aggressive salesmen with perma- 
nent California showroom can do real 
job in the 11 Western States; volume or 
promotional line only. Address “N., 
2935,” care J C-K. 





CLEVELAND resident, long established 
following among jewelers and depart- 
ment stores in Ohio; good references ; 
desires leading factory line. Address 
“G., 40,” care J C-K. 


——— 


POWERHOUSE salesman, familiar with 
all types merchandise, seeking reputable 
line or lines to jobbers and wholesalers ; 
extensive following in New England. 
Address “Y., 17,” care J C-K. 


(Qe 


EXPERIENCED salesman, located in Los 
Angeles and covering California, is open 
for a high grade 14kt jewelry line; best 
connections and references. Address “H., 
2927,” care J C-K. 


a 











WATCH salesman with following, desires 
watch line for wholesale tobacconists, 
drug, distributors, jewelry jobbers and 
retailers ; large cities in New York State 
and Middle West. Address “K., 55,” 
care J C-K. 








SALESMAN with following; young, sin- 
gle, aggressive; four years’ experience 
with large New York distributor han- 
dling all top lines in Metropolitan area 
excellent references. Address “N., 10, 
care J C-K 





SIDE line wanted by experienced 
salesman calling on better jewelers 
with manufacturer’s line of gold 
and gold filled jewelry; desires a 
non-conflicting side line. Address 


“P., 20,’ care J C-K. 





MANUFACTURER’S representative, over 
ten years’ experience, desires estab- 
lished line with real merit; strong job- 
ber following, Washington, Baltimore, 
Philadelphia; residence in_ territory. 
Address “N., 2934,’ care J C-K. 





SALESMAN; willing to travel; student 
G.I.A. would like to represent ring 
manufacturer; manufacturing retail- 
wholesale experience; will take other 
lines; will relocate. Address ‘“S., 46,” 
care J C-K. 





MANUFACTURERS’ __ representative; 
20 years following among whole- 
sale jewelers, military, and costume 
jobbers in Pacific Coast and Moun- 
tain territory, desires non-conflict- 
ing line, on commission, Address 


“J., 41,” care J C-K. 





TOP flight salesman, age 29, fully experi- 
enced, outstanding sales record; terrific 
following jewelry and department stores 
in New York Metropolitan area; seek- 
ing real opportunity with well estab- 
lished firm; excellent references. Ad- 
dress “P., 11,” care J C-K. 





SALESMAN, extensive experience, fa- 
miliar with all types of merchandise, 
seeking reputable line to better 
jewelers in New Jersey, New York 
and Eastern Pennsylvania area; ac- 
customed earnings in five figures. 


Address “‘B., 19,”? care J C-K. 





SALESMAN, 28, aggressive, veteran, ex- 
cellent appearance, presently covering 
New York, Pennsylvania, Michigan, 
Ohio, for watch and clock importer, 
seeks connection with well established 
manufacturer or importer; commission 
basis; large following; can prove re- 
sults. Address “D., 2924,’ care J C-K. 





SALESMAN, 37, college graduate, 
married, eight years following, bet- 
ter rated retail stores West Coast; 
sold manufacturers semi and 
mounted diamond rings; desires 
established line, top references. Ad- 
dress “A., 53,” care J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 


— 








REPRESENTATIVE, with Los Angeles 
office, covering West Coast, 10 
years’ experience with good follow- 
ing among wholesalers and retailers, 
desires high grade manufacturer’s 
line in gold filled and costume 
jewelry. Address “F., 2926,” care 
J C-K,. 





SALESMAN, 25 years’ experience in 
jewelry field, wants connection with 
manufacturer or top wholesaler 
specializing in costume jewelry, also 
watches and watch attachments na- 
tionally advertised; extensive fol- 
lowing among retail trade through- 
out Indiana, Michigan, Ohio and 
Kentucky; will accept larger terri- 
tory if required; best of references. 


Address “D., 2960,” care J C-K. 





SALESMAN, covering Midwest territory 
extensively ; Chicago resident; 20 years’ 
successful diversified sales experience 
with leading department, jewelry stores, 
jobbers, catalogue houses, chains; high 
type, top notch, aggressive representa- 
tion; desires responsible manufacturer’s 
line, established with the trade; con- 
sider A-1 proposition only, with exclu- 
sive territory arrangement. Address “P.. 
42,” care J C-K., 


Side Lines 














SALESMAN, prefer gemologist, to carry 
as side line a completely new and effec- 
tive line of gold and platinum jewelry. 
Address “L., 8.” care J C-K. 





SALESMAN wanted to carry a platinum 
diamond ring line to the better accounts 
in New England and the Eastern terri- 
tory. Address “D., 51,” care J C-K. 





SALESMAN wanted to carry as a side 
line, a popular priced line of diamond 
ring mountings, stamped, not cast, all 
in platinum, on commission basis. Ad- 
dress “F., 2963,” care J C-K. 





SEMI-PRECIOUS and _ synthetic stone 
salesman wanted with following among 
manufacturers and wholesalers; com- 
mission basis; state territories and de- 
tails. Address “C., 2959,” care J C-K. 





SALESMAN, with men’s wear following, 
to handle attractive new line of men’s 
jewelry as side line in Southern Cali- 
fornia or Southwestern States. Address 
“G., 2776,” care J C-K. 





SALESMAN wanted to carry side line of 
Masonic rings and birthstone rings in 
Carolinas, Georgia, Florida and border 
towns; pays liberal commission; good 
many active accounts sold this past 
Fall. Address “R., 2937,” care J C-K. 





LIMITED line rosaries, medals, religious 
jewelry ; commission basis ; wanted rep- 
resentative for Washington, Oregon and 
Idaho to sell jewelers, department and 
gift stores and religious institutions. 
Write, Box 306, Altadena, Calif. 





SALESMEN wanted, to carry a side line 
that does not conflict; state what you 
carry and we will give you rings to go 
with your line; territories open; West 
Coast, Middle West, South, East Coast. 
Address “E., 37,” care J C-K. 





SALESMAN, with non-conflicting line, 
having following among better depart- 
ment, specialty and jewelry stores in 
Midwest or Southwest territory, to rep- 
resent a fine manufacturer’s rhinestone 
line. Encore Jewelry Co., Columbus 
Circle, New York 19, N. Y. 











SALESMAN, with established territory in 
Wisconsin and Minnesota, to represent 
the country’s leading line of ladies’ and 
men’s matched wedding ring sets. Bliss 
Ring Co., Inc., 29 E. Madison St., Chi- 
cago 2, Ill. 





SALESMAN, South and Southeast terri- 
tory; outstanding line of leather watch 
straps to watch material distributors 
and wholesalers; must have following; 
commission basis. Address “B., 2840,’ 
care J C-K. 


—"* 


SALESMAN, to carry side line gold, 
gold filled, silver earrings and mar- 
casite goods; all territories open; 
drawing against commission. Ad- 


dress ““M., 2685,” care J C-K. 








SALESMAN, with following, to carry a 
well-known line of wrist watch straps 
for New York City, to watch importers 
and jobbers; commission basis; state 
full particulars; we also have South- 
western territory open. Address “V., 
48,"’ care J C-K. 





(Continued on page 178) 
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Side Lines—Continued 

SALESMEN with following among whole- 
salers, material houses, chain jewelers, 
etc., for high quality, low price watch 
strap line of long established manufac- 


turer; commission; choice territories 
will be available. Address “N., 2904,” 
care J C-K. 


SALESMAN, with following among re- 
tail jewelers, to represent a well 
established manufacturer of men’s 
and ladies’ gold stone set rings; 
New York, Pennsylvania thru Michi- 
gan territory open; commission 


basis. Aderess “‘R., 44,” care J C-K. 








JEWELRY salesman, unsual opportu- 
nity ; established manufacturer of staple 
gold and gold filled jewelry, with at- 
tractive Fifth Ave. office, desires sales- 
man with tailored costume jewelry or 
other non-conflicting line, calling on de- 
partment stores and better retail jewel- 
ers in Greater New York; all replies 





confidential. Address “G., 2826,” care 
C-K. 
SALESMAN; three territories open; 


South; Midwest; Southwest repre- 
sent manufacturer established 40 
years; extensive line popular priced 
diamond bridal sets, fancy rings, 
men’s rings, promotional features, 
package deals; drawing account. S, 
Reiman & Sons, Inc., 64 W. 48th 
St., New York 36, N. Y. 





WANTED ; costume jewelry salesmen with 
following among jewelers, department 
stores, drug stores, specialty shoppes, 
and other costume jewelry outlets; an 
established Eastern manufacturer of 
jewelry that is different has available 
the following territories: Dakotas, Ne- 
braska, Kansas, Oklahoma, Texas, 
Missouri, Alabama, Georgia, Tennessee, 
Carolinas, New York, New Jersey, 
Pennsylvania, District of Columbia, 
Maryland, Delaware; straight commis- 
sion; give complete resumé. Address 
“M., 2790,” care J C-K. 








Help Wanted 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED: A-1 jeweler, who can repair 
~~ a stones. Address “V., 1461,” care 





JEWELER, practical man, with 15 years’ 
or more experience; write in detail. 
Address “C., 2964,” care J C-K. 





BOOKKEEPER, experienced precious jew- 
elry; must be able to handle merchan- 
dise and customers; salary open. Ad- 
dress “‘A., 2968,” care J C-K. 





JEWELER; A-1 jeweler for special order 
work, and general repairs. Write full 
details to, Encanto Jewelers, 311 N. 
Central Ave., Phoenix, Ariz. 





SALESMAN wanted; largest line of 
scarab jewelry; trademarked, adver- 
tised and well-known; one ed 
priced. Address “F., 2952,” care J C-K. 





SALESMAN; commission basis only; for 
importer of Emerson watches. Eagle 
Watch Co., Inc., 48 W. 48th St., New 
York 36, N. Y. 





FIRST class engraver; permanent posi- 
tion, good salary, ideal working con- 
ditions; position open January 1. Tay- 
lor Bros., Corpus Christi, Texas. 








WATCH, or colored stone ring salesman 
with established territory in South and 
Southwest, willing to carry diamond 
ring side line on commission basis. Ad- 
dress “E., 2962,” care J C-K. 





SALESMAN, for fine line of platinum 
diamond jewelry of our own manu- 
facture; must have following among 
retail stores in the Middle West. 
Address “*F., 2987,” care J C-K. 





WATCHMAKER wanted, for general re- 
pair work in Connecticut retail jewelry 
store; good salary; permanent position. 
Address “P., 2900,” care J C-K. 





WATCHMAKER wanted; 10 years’ ex- 
perience all type watches; could be dis- 
abled veteran; steady position in Con- 





necticut. Address “E., 2925,” care 
J C-K. 
WANTED; watchmaker for full time 


watch work; salary and commission ; 
capable of taking over the department ; 
store established 64 years. Worrell Jly. 
Co., Mexico, Mo. 





JEWELER, first class mechanic, with 
business ability; fine opportunity for a 
capable man; state experience and 
where in the past employed. Address 
“J., 2965," care J C-K. 





WANTED; material man, experienced 
in American and Swiss material, 
with one of the leading independent 
material houses in Southwest; send 
references and full details. Address 


“P., 5.°? care J C-K. 





JEWELER, repairs and some special order 
work; immediate opening; permanent 
year around work in well established 
retail business ; references required. Ad- 
dress “C., 35,’ care J C-K. 





SALES representative wanted for the 
Midwest to the jobbing trade; resident 
of Chicago; excellent opportunity for 
qualified man. Newark Jewelry Mfg. 
Co., 18 Columbia St., Newark, N. J. 





SALESMAN, for credit jewelry store in 
Central Ohio: must be pleasant and en- 
thusiastic; give age, reference or ex- 
perience in first letter. Address “K., 1,” 
care J C-K. 





PACIFIC Coast salesman with following, 
to represent old established manufac- 
turer, to carry complete mounted line 
of ring sets, watches and attachments. 
Address “T., 2906,” care J C-K. 





NOT a job, but a good proposition for a 
watch repairman who likes selling and 
speaks Italian fluently; Metropolitan 
area: plase state full details. Address 
“P., 2813,” care J C-K. 





WATCHMAKER, experienced; _per- 
manent position, pleasant working 
conditions, paid vacation, attractive 
salary and pension benefits. Write 
or wire, Hillman’s, 612 Wabash 
Ave., Terre Haute, Ind. 





OPPORTUNITY for representative with 
established trade to cover Midwest or 
Southwest, with long established dia- 
mond firm; commission basis; refer- 
ences required. Address “K., 2973,” 
care J C-K. 





SALESMEN, with following among re- 
tailers, wanted by importers of well 
known, low priced, fine Swiss watch 
line and 400 day, cuckoo, and alarm 
clocks, for Texas and the Middle West. 
Address “‘A., 52,” care J C-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address ‘“‘R., 2165,’ care 





SALESMEN, with good retail follow. 
ing, wanted by well known manu. 
facturer of diamond set bridal Sets 
and ladies’ 14K dinner rings; we 
have excellent territories open, Ad. 


dress “J., 2864,” care J C-K, 











WATCH salesmen, who are able to pro 
duce volume, to represent a well known 
low priced, fine Swiss watch; also dia 
mond watches and diamond ring gets: 
replies confidential. Address “E,, 2915" 
care J C-K. ’ 








SALESMAN, with established following 
in Midwest, to carry 14K bridal sets 
and platinum rings to jobbers and chain 
stores; commission basis only; coulg 
carry side line; opportunity for right 
man, if willing to invest in the busi. 
ness. Address “A., 18,” care J C-K, 








SALESMAN, to represent a manufactur. 
ing jeweler with a non-conflicting line: 
wedding rings, mountings, diamond 
rings, emblems, etc.; fast selling line: 
strictly commission basis; state terri: 
tory you_cover. Address “M., 2966” 
care J C-K. 





SALESMAN, for nationally known ex. 
tensive diamond and colored stone 
ring line, to cover Denver West for 
New York concern; drawing against 
commission; state past experience 
in confidence. Address “N., 2976,” 
care J C-K. 





WANTED; experienced salesman with 
thorough knowledge of credit, to man- 
age promotional credit jewelry store in 
small Midwest town; store part of 
progressive chain; excellent salary; 
state qualifications and references. Ad- 
dress “D., 2951,” care J C-K. 





SALESMEN, with following by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
residing in vicinity; travel by car; 
drawing against commissions; refer- 
ences. Address ‘“R., 2622,” care J C-K. 





SALESMAN, with a following in Texas 
and Oklahoma, to represent a well es- 
tablished manufacturer of fine jewelry, 
platinum and gold diamond ring mount- 
ings and wedding rings; will not object 
to a non-conflicting line. The Schumer 
omg Co., 5 E. Third St., Cincinnati 2, 
Ohio. 





WATCH salesmen, who can produce 
volume, to represent a well known, 
attractively packaged, highly com- 
petitively priced, good Swiss watch; 
also diamond watches and diamond 
ring sets; replies confidential. Ad- 
dress “*F., 24,” care J C-K. 





SALESMAN: Midwest: with following in 
better retail stores; represent manu- 
facturer strong line diamond merchan- 
dise in platinum and gold; bridal sets 
wedding rings, mountings, watches and 
attachments; give detailed information 
va _— Address “W., 49,” care 


iD 





WATCH buyer; experience in buying and 
merchandising American and imported 
watches and attachments; must be able 
to style, develop and merchandise ex- 
clusive line of imported watches; will 
only consider man with broad experi- 
ence, style and quality sense. Address 
“J., 2991,” care J C-K. 


——————————,) 


MANAGER for established eredit 
jewelry store in Alabama; must be 
fully experienced and have real 
sales ability; if you are looking for 
a permanent job with a good future, 
this is it; reply in confidence. Ad- 


dress “K., 2954,” care J C-K. 
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. S; several openings for men 
ej Re wale ability, capable of man- 
aging leased, fine jewelry concessions 
in major department stores throughout 
the country; salary plus profit percent- 
age; apply by letter stating age, ex- 
perience and references to, Finlay 
Straus, 25 W. 14th St, New York City 


11. 





SE ——_— 


WATCH material man; an excellent op- 
portunity for an experienced man in our 
material department; one of the oldest 
and leading watch material firms in the 
Mid-west; position offers promising fu- 
ture, good salary and bonus; give full 
details in first letter; application kept 
confidential. Address “G., 29,” care 


J C-K. 








SALESMAN for substantial diamond 
ring and colored stone ring de- 
livery line, for New England States 
and New York, including New York 
City and environs; old established 
concern, has following; reply in 





confidence. Address “P., 2977,” 
care J C-K. 
WATCHMAKER, experienced; _per- 


manent position in air conditioned 
store for good workman; excellent 
working conditions; able to take 
charge of department; salary $100 
week plus bonus; furnish refer- 
ences. Address “T., 2939,” care 
J C-K. 





JEWELER, with the best of mechanical 
ability on platinum and gold jewelry; 
a fine opportunity for a man wanting 
a future, who is capable of instructing 
other mechanics and possesses business 
ability; give information in detail in 
first letter, age, experience, where in 
the past employed and married or single. 
Address “J., 2972,” care J C-K. 





DIAMONDS; assistant manager for 
large Chicago importer; some 
traveling required; full manager- 
ship possible near future; give full 
particulars, age, experience, salary; 
all applications strictly confidential. 
Address Circular 290, Room 1415, 
Heyworth Bldg., Chicago 2. 





MID-WEST representative wanted by top 
rated retail jewelers for exclusive, 
nationally advertised mounting line of 
bridal sets, fancy rings and gent’s 
rings; our revolutionary shank assures 
high volume; all replies strictly con- 
fidential; send full details. Contour 
+e, _ 215 W. 5th St., Los Angeles 

, Calif. 





EXPERIENCED salesmen wanted for 
Midwest and West Coast territories 
to represent one of America’s largest 
gold and diamond ring manufac- 
turers; must have well established 
following; non-conflicting side lines 
agreeable; draw against commis- 
sions; all replies confidential. Ad- 


dress “A., 2942,” care J C-K. 








a 


NATIONALLY known manufacturer 
of sterling hollowware, sterling flat- 
ware and plated hollowware has 
territories available on the West 
Coast (West of Denver) also in the 
New England States; only estab- 
lished, competent men who have 
covered the territories will be con- 
sidered; commission basis. Address 


“B., 54,” care J C-K. 





THREE men needed ; one as manager, two 
as assistant managers; must be of top 
calibre and have excellent references; 
swell, secure future is waiting here for 
the right men; write in confidence to 
Ed. Freed at Alpert’s Jewelers, Elmira, 
N. Y.; state the starting salary you de- 
sire, full employment record, any other 
information you deem advisable. 





OLD established diamond ring house 
has two territories open for sales- 
men with established following, no 
aspirants; liberal drawing account 
against commissions; liberal com- 
missions; New England and Mid- 
west territories open; our men know 
of this ad; all information kept 
in strict confidence. Address “C., 
2768,” care J C-K. 





WATCH salesman for nationally ad- 
vertised, popular priced, Swiss 
watch line; also 400 day clocks and 
travel alarm clocks; commission 
basis; territories open: East, Middle 
West, Southwest and West Coast; 
existing accounts will be turned 
over; state complete details, past 
experience and references. Address 


“D., 2806.” care J C-K. 





SALESMAN, Mid-west; sterling hol- 
lowware leading promotional line; 
replacing salesman retiring due to 
ill health; extensive amount estab- 
lished accounts as nucleus; no ob- 
jection to non-conflicting side line; 
commission basis; give complete 
details as to experience, lines car- 
ried, etc.; other territories also 
available. Address “‘K., 1783,” care 
J C-K. 





WELL established firm, selling most com- 
plete line of popular and medium priced 
costume jewelry, desires salesman with 
following of department, jewelry stores, 
specialty shops, ete.: territory open: 
New Jersey, Pennsylvania, Delaware, 
Virginia, West Virginia, Kentucky, 
North Carolina, South Carolina, Georgia, 
Tennessee, Alabama, Mississippi, Texas, 
Louisiana, Arkansas, and Oklahoma; 
highest commission paid: excellent op- 
portunity. Address ‘‘J., 2830,” care J C-K. 





SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary, 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 


“H., 1737.” care J C-K. 





SALESMAN wanted; manufacturer of na- 
tionally known diamond ring line has 
opening for experienced and aggressive 
salesman with established following, to 
cover the entire South consisting of 
Florida, South Carolina, Virginia, Ken- 
tucky, Mississippi, Missouri, Georgia, 
North Carolina, Tennessee, Alabama, 
Louisiana and Arkansas: we have very 
large and well established trade for over 
80 years among the retail jewelers in 
this territory, affording an excellent op- 
portunity for the right man, one who is 
accustomed only to high earnings; lib- 
eral drawing account against commis- 
sions; give full details of experience and 
background in first letter: all inquiries 
held confidential. M. Michelson & Son, 
Inc., Creators of Beauty Bright 1873 
Diamond Rings, 20 W. 47th St., New 
York 36, N. Y. 


TWO, established territories open; one, 
Illinois, Missouri, Indiana; second, Wis- 
consin, Minnesota, Iowa, North and 
South Dakota ; for experienced salesman 
for one of the nation’s top lines of 
ladies’ and men’s matched wedding ring 
sets and diamond engagement rings; 
straight commission basis; no drawing 
account. Bliss Ring Co., Ine., 29 E. 
Madison St., Chicago 2, Ill. 





OLD, reliable and progressive wholesale 
jewelry firm wants experienced jewelry 
salesman, with established accounts, 
among better retail jewelers in the Cen- 
tral and South Central States; this is 
an opportunity to make a permanent 
connection where your experience and 
ability will produce a splendid income 
with congenial working conditions; re- 
plies will be confidential; please give 
details in first letter. Address “P., 
2793,” care J C-K. 





EXCELLENT opportunity for gentle- 
man as manager of successful jewel- 
ry store; middle road store in south- 
ern city; we want top notch man and 
we are willing to pay commensurate 
salary; must be top salesman, mer- 
chandiser, and have general stock 
accomplishment; write us good full 
letter your history; will hold in con- 
fidence. Address “S., 2938,” care 
J C-K. 








MAJOR watch importer has several 
territories open in South, Southwest, 
Midwest and East, for experienced 
men with following in department 
stores and better jewelers only; men 
who are accustomed to earning a 
higher income; if interested in sell- 
ing one of the top 10 fine brand 
watches, a really outstanding line, 
priced to retail from $49.50 to 
$1500, contact us immediately; 
liberal commission and drawing; 
write full details in first letter, giv- 
ing references; all replies held in 
strictest confidence. Address “A., 


32,” care J C-K. 





SALESMEN accustomed to big earn- 
ings, with currently active retail fol- 
lowing on the Pacific Coast, South- 
west and the Midwest, to represent 
nationally-known manufacturer with 
promotional line of Lloyds rings. 
Fidelity rings and First Lady rings 
firmly established in your territory; 
the most complete line of diamond, 
wedding and stone rings in America 
(see our ads pages 41, 56); exclu- 
sive representation in your protect- 
ed territory; detailed replies held 
confidential. Write Phil Polishook, 
K. Polishook & Son Corp., 216 East 
45th St., New York 17, N. Y. 


LEE RLM LE TALEO CBD A EY RE 


For Sale 


Stores, Stocks and Businesses 











TO settle estate; small jewelry store, in- 
ventory about $10,000; very good loca- 
tion. Henry Holloway, Adm. 119% E. 
Jefferson Blvd., South Bend, Ind. 





MODERN credit jewelry store located in 
Allentown, Pennsylvania: with or with- 
out inventory; a real bargain for a 
ax sale. Address “B., 2969,” care 
J C-K. 





(Continued on page 180) 
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For Sale—Continued 


SMALL watch repair and jewelry store, 
in high class suburb of Seattle; five 
years same location; will show you how 
to double business. Address “J., 2923,” 
care J C-K. 





FOR SALE; wholesale jewelry business, 
established 1923, going concern, located 
in San Francisco, California; will sell 
for inventory; excellent reputation. Ad- 
dress “H., 39,” care J C-K 





SHOP, established 11 years; retiring; 
suitable for combination jewelry repair- 
man and engraver; nets $6,000; asking 
$3,000. R. Fudge, 409 Santa Monica 
Blvd., Santa Monica, Calif. 





MODERN cash jewelry store, established 
26 years; A-1 location, busiest section 
Queens ; excellent opportunity for credit ; 
clean stock, fine reputation; all major 
lines; approximately $15,000. Address 
‘“M., 9,"’ care J C-K. 





FOR SALE, jewelry store; must sell ac- 
count of death; modern store, Mosler 
vault ; carrying leading lines, doing good 
repair business; in excellent New York 
yd location. Address ‘‘M., 2975,” care 





CASTERS-jewelers, take note; a complete 
casting business including 400 moulds 
and models, 2,000 catalogues by leading 
designers distributed; back log of 
orders; price about $5,000. Address “L., 
2931,” care J C-K. 





OLD established jewelry store north of 
San Francisco; major watch and silver 
franchises ; no fixtures to buy; inventory 
$30,000 or will reduce; very liberal dis- 
count if sold by March 1. Address “H., 
2989,” care J C-K. 





JEWELRY store in Southern California 
desert town, 100 miles from Los An- 
geles; all nationally known lines; mod- 
ern, fully equipped; Santa Fe time in- 
spection; full price, $30,000. Those in- 
terested, Address “N., 2686,’ care J C-K. 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 





INSTALLMENT optical business doing 
close to $100,000 gross; perfect setup 
for adding jewelry line; 100% install- 
ment location in large city with 15 year 
lease; well equipped; substantial cash 
required. If interested, address “C., 
2922,” care J C-K. 





JEWELRY store and watch repair, lo- 
cated in the Rocky Mountain area; 
gross annual volume $50,000 to $60,000; 
100% location; long established: long 
term lease on location; $40,000 will 
purchase ; future assured; fast growing 
city. Address “‘A., 2958,” care J C-K. 





MODERN jewelry store and watch shop; 
can be used for army store, or loan 
office; located on the main street of 
Monterey, near largest and only army 
camp, Fort Ord, on the Peninsula; owner 
has other interests; small investment 
for stock and fixtures. Address “V., 
2940,”’ care J C-K. 





ONE of the oldest established and busiest 
jewelry and appliance stores in north- 
eastern Ohio now available due to ill 
health of principal; volume over $300,- 
000 per year; recently modernized; air 
conditioned ; low rental; favorable lease 
with renewal option; price $90,000. Ad- 
dress “N., 4,’”’ care J C-K. 


FOR SALE, high type jewelry store lo- 
cated in Central Ohio; 30 years in same 
location ; enjoys highest rating and repu- 
tation; modern, air-conditioned, on 
principal business street; opportunity 
for one who wishes to take over a suc- 
cessful concern; other interest, reason 
for selling. Address “L., 2,” care J C-K. 





PERHAPS we’re foolish to think of selling 
such a wonderful wholesale jewelry 
business, established in 1912, this busi- 
ness has brought wealth and satisfac- 
tion to its owner, but after 41 years of 
work, I am beginning to think of re- 
tirement and sunny climes; we special- 
ize in diamonds, mountings, gold jew- 
elry and watches; if you have $100,000 
to invest and are raring to go, this is 
a wonderful opportunity to double your 
money quickly. Address ‘J., 2849,’’ care 
J 





REPUTABLE cash jewelry store estab- 
lished over 20 years in Southwest 
city, 200,000 population, choice 
main street location with four and 
one-half years balance on present 
lease; last fiscal year’s cash receipts 
over $75,000 exclusive of taxes; 
average annual advertising one per 
cent; merchandise inventory our 
cost approximately $65,000; want 
to retire because of age and health. 


Address “B., 2945,”’ care J C-K. 





For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





SAFE (modern) approximately 7’ high, 
guaranteed perfect, with jewelers’ draw- 
ers, $200. Lafayette Service Co., 42 
—- Ave., Brooklyn, N. Y. 
-1918. 


TM 
ceo 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 








PALM BEACH, Worth Ave. antique shop 
has space for antique jeweler on per- 
centage basis; he must have top quality 
merchandise. Darrows Antiques, 323 
Worth Ave., Palm Beach, Fla. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 








TO wholesalers who want to improve their 
business, my service will not only tell 
how to streamline, but will show yo 
how ; present client is ready to carry a 
alone; I service only one client at : 
time; references supplied. Address « P 
2932,” care J C-K. 





$$ 


M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; al] 
correspondence strictly confidential, 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J, 








SAMUEL GANSBERG will buy your sur. 
plus or entire stock and fixtures op 
estates for cash; my direct outlet en. 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane 
New York. Telephone Rector 2-5998' 








AUCTION sales conducted in a dignified 
manner or the new method action sale: 
no license or restrictions in conducting 
action sales; 30 years’ experience; ful] 
particulars on request; an outstanding 
Pacific Coast organization to serve you, 
Wire or write, S. Amster & Associates, 
512% So. Main St., Los Angeles, Calif. 
602 Mission St., San Francisco, Calif. 





————_____., 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre. 


mont St., Boston, Mass. 





AUCTIONEER; 10. successful sales 
conducted in 1952; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 


a, 





AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in ae- 
tual cash results for 24 jewelers. 
Thomas J. Faussett, 521 Fleming 
St., Howell, Mich. See my advertise- 
ment on page 159. 


—, 





IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references, 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 


———— nd 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auc- 
tion sale for you and finance any 
necessary funds needed for a suc: 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Scranton Ave., Lynbrook, N. Y. 
Tel.: Lynbrook 3-8044. 
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o sell out, raise cash, reduce 
acer etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424, Madi- 
son Ave., New York. Telephones 


Plaza 8-2110-2111. 





———————————————__ 


DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PI. 7-4693. 





nl 


] AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 








Wanted to Purchase 


— 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey 2320 
Milwaukee Ave., Chicago 47, III. 


a 





DIAMONDS, broken, chipped, “Old 
Mine,” recut by expert cutters; in- 
crease value and quality of your un- 
salable diamonds; also purchase all 
types of diamonds. Jack Blauweiss, 
Est. 1919, 22 W. 48th St., New York 
City. Pl. 7-2413. 


(ees 





WATCHES wanted; any quantity; all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, etc. correspondence invited ; 
references: The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Houston 2, 
Texas. 


~ 


WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call. Ref.: 
Jewelers Board of Trade, Dun & 
Bradstreet, Manufacturers ‘Trust 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York, 
N. Y. Phone Canal 6-2854. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for. highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 
Tenn. 








Watch Work, etc., for 
the Trade 








ONE week’s service; one year guaranty; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
sa 48 W. 48th St., New York 36, 





SPECIALIZING in repairing, chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 








BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; prices 
on request; mail orders invited. David 
Migdal & Co., 109-B Summer S&t., Tel. 
Hu 2-9547. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





UNSURPASSED workmanship, watch re- 
pairing; excellent service; Watch- 
master; largest shop downtown doing 
trade watch repairs exclusively. Hyler 
Watch Co., 80 Nassau St., New York 38. 





SPECIALISTS in fine watch repairing; 
fast service; any amount of work ac- 
cepted; chronographs, automatics, cal- 
endars a specialty ; price list on request. 
Bastern Carolina Precision Works, 
Goldsboro, N. C. 





TWENTY-FIVE years’ experience in 
fine watch-repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; 
speedy service; price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 


work guaranteed ;- 











Special Order Work and 
Repairs for the Trade 








ENGRAVING; 24 hour service; .03 per 
letter; .25 minimum; special prices 
quantity orders. Tilford Jewelers, 108 
S. 8th St., Philadelphia, Pa. 





ALL style beads restrung, plain or 
knotted; prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 








To Let 








SPACE for rent, New York City; very de- 
sirable location for first class watch- 
maker. Address “C., 2970,” care J C-K. 





STORE; ideal location for jeweler and 
watch repairing; rent $100 per month. 
85 E. 161st St., Bronx, New York City, 
near Yankee Stadium. 





SUBLET part of office desk space, ex- 
cellent North and West light, 22 W. 48th 
St., New York City; references required. 
Address “M., 2956,” care J C-K. 





MAIDEN Lane; for rent attractive busi- 
ness penthouse, also smaller spaces; 
also Liberty Place, four floors, all or 
singly; light manufacturing; reason- 
able. WH 3-2855, New York. 








Miscellaneous 








JEWELRY factories moved and set up 
complete. Mike Krasilovsky, 426 La- 
fayette Ave., Brooklyn. ST 3-1918. 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 





SHREWD diamond buyer, with 30 years’ 
experience, will buy for you loose dia- 
monds of any size or quality from the 
best bargains offered on three Antwerp 
Diamond Exchanges by 6800 diamond 
manufacturers, cutters, dealers and 
brokers every day; direct billing by 
seller to you; my commission only 3%. 
Air mail your details to, P. O. Box 139, 
Antwerp, Belgium. 








FOR JANUARY, 1954 
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Increase Your 


STERLING FLATWARE SALES 


With This Most Useful Loose Leaf Book 
COMPLETELY REVISED EDITION 





Actual size of book, 
29". 
Teaspoons are shown 
actual size in book. 


With Binder $2900 
Without Binder $7590 


It's complete with full sized illustrations of all Sterling Flatware 
Patterns of the leading manufacturers in this country. 


ACTIVE—INACTIVE—and OBSOLETE 
with the names of the patterns listed alphabetically. 


Jewelers find THE STERLING FLATWARE binder is of rich black cowhide leather, gold 
PATTERN INDEX absolutely indispensable stamped. These pages are supplied in loose- 
for identifying patterns to be matched—and leaf form, making it convenient and econom- 
for making selling suggestions to customers. ical to insert revisions as they are published 
It contains, under one cover, full-size illustra- periodically. 


tions of more than 1300 sterling flatware pat- 
In daily use by jewelers everywhere, this book 


has proved its value as an essential reference 
Illustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 


and printed on fine coated paper. The Silverware Department. | 


terns—active, inactive and obsolete patterns. 


All Books Sold Remittance With Order FOR THOSE WHO ARE USING THE BOOK 


An Revision Sheets containing the many new 


THE JEWELERS’ CIRCULAR-KEYSTONE j patterns added PY vepeungr ened _ 
100 East 42nd Street, New York 17, N. Y. 1951 and a complete new alphabetica 


i Enter our order for a copy of THE STERLING FLAT. g ilisting of all — pe and manufac- 
: , turers are now available at 
i With Binder $20 Without Binder $15 i _— 


Revision Sheets Only $5 
$ Check or Money Order for $................ is enclosed : - - " ~y 
# SU cas easaieenusaiinie tik wr aemenitlei drain OS pa 
EN NIE REO E Instructions for inserting these Revision 
Pl nubetenicneievennecqudiews BOMB. 00008 ere Sheets into your copy of the INDEX are 


Ds es es as Bae mY Bree at included with each order. 
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PLAN TO EXTEND THE BENEFITS OF YOUR VACATION | 









































Pity the poor jeweler. For him, at this time of year, business is one 
thing following hard on the heels of another. 

Having just completed six weeks of 18-hour working days, he’s tired. 
But can he rest? No. 

His accountants, his suppliers and several departments of the Internal ; 
Revenue Bureau all combine to require his continuing at high speed and | 
full pressure. Inventories, statements, bank settlements, payments to sup- t 
pliers, taxes to the Government, all overlap in their demands for his 
attention and action during the early weeks of the year. 

When these January duties follow a profitable Christmas, the jeweler 
meets them comfortably, buoyed by the prospect of a forthcoming winter 
vacation trip or a period of taking it easy at home. Goodness knows he 
has earned his choice of either. 

Yet he has earned this through his business. So the business certainly 
deserves equal consideration. 

It is fitting that while the merchant is laying plans for a program designed 
to personally restore his physical and nervous energy that he also lay 
plans to add to the vitality of his business and prepare it for an active 
and aggressive year. ) 

The time to do this is now. The alternative for the jeweler is to find ‘ 
himself, throughout the year, in the middle of the various selling seasons— | 
unplanned and unprepared—applying hastily laid, last-minute efforts that ; 
are predestined to be unproductive and unprofitable. 

So while planning that winter vacation—or while taking it easy around ; 
town—the jeweler should lay out those merchandising plans that will pep 
up his business during the coming months. He will find in doing this 
that he will be extending the personal benefits of his vacation throughout 
the year. 

For, planned promotional efforts will produce—during the entire year— 
more store traffic, more gift business, more store prestige, more public 
consciousness and more volume for a business. In turn this will mean 
more excitement, more fun, more satisfaction, more peace of mind—and 
more profits for the jeweler. 

But—as we mentioned before—the time to do that planning is now! 


Meceesbe A Ree. 


Editor 











NOTE: A guide for preparing your own 
promotional calendar is offered in a series of 
articles beginning on page 66; presented to 
help you “Plan For More in ’54.” 
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Like to open up a wealth of silver sales and profits? 
Try this proved-successful combination: 
A $79.75 service of 1847 Rogers Bros. for every 
flatware prospect who walks in. 
Then, have every salesperson use the “1847” ad line: 
“‘Are you silver shy?’’ And watch those extra tallies 
mount up on 52-piece sets! 


i, 
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**1847"’ PROFITMAKER OF THE MONTH! 





3-Piece Relish Set...Ideal gift for anniversaries, 
1 Ms 477 ROGERS BROS showers, birthdays and card parties, or for the 
e family table. Includes: pickle fork, pierced relish 
spoon and 2-section crystal dish by famous Heisey 
America’s Finest Silverplate glass makers. Set available in all six “1847” patterns. 
The top-quality line with the top-profit margin $5.00 VALUE...only $2.95 retail in gift box! 





Tune in and tie in! 1847 Rogers Bros. hit television show—‘‘My Favorite Husband,” selling for you over CBS-TV stations! 











arm good wishes for success to you from 


“all the Oneida “family.” 
We deeply appreciate the help and the 


, as 
encouragement and the response that you, 
the jewelers of America, have so generously 


offered to us during the 106 years of Oneida’s 
history. Today, as we look around at our 
company, now grown to nearly 4,000 em- 
ployees and their families, with plants in 
England, Canada, and the United States— 
we know that this, too, reflects your endorse- 
ment of the silver craftsmanship and the 
unique spirit which we cherish here at Oneida. 

We are truly proud that families through- 
out the world regard Oneida Ltd. trade- 











marked silverware with respect and affection. 
More than 40 of these trademarked lines are 
being produced today, among them names 
like Community* Silverplate, Heirloom* Ster- 
ling, and 1881 ® Rogers @* Silverplate... 
as well as many of the best-known pattern 
names in silver flatware and hollowware. 

The roots of Oneida go deep in American 
history. The leadership that Oneida products 
enjoy today is the result of a truly American 
story, and the jewelers of America wrote that 
story with their friendship. 

We will do our utmost to continue to de- 
serve that friendship in the years ahead. 


Happy 1954! 





